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The Story of a ‘Problem 
in Shipping (ontainers 


YEARS AGO, the circus found out: 
how to stow elephants in box cars, 
how to fasten heavy animal cages to 
flat cars, ' 
how to pack 1000’s of yards of canvas. 
And all to the end that this property 
would arrive at the next town in un- 
damaged condition. 

Now, believe it or not, American Can 
Company has long had an equally com- 
plicated shipping problem. 

Naturally, we don’t ship elephants, 
tent canvas, or caged animals. But we do 
ship objects which are in themselves just 
as various in size and shape. Which are 
just as difficult to stow in freight cars. 
Which have just as diverse handling 
problems. And which, indeed, are probably 
more easily damaged in transit than a 
circus’s property. 

These objects are metal containers. 
Round ones. Flat ones. Square ones. Con- 
tainers with spouts. Containers made of 
fiber. Containers in almost as many shapes 
and sizes as there are solids in a geometry 
text book. 





So, taking a tip from the circus, we de- 
cided to find out the best way to stow and 
brace these products in freight cars. And 
all to the end that containers would arrive 
at the customer’s warehouse in undamaged 
condition. 

The problems we ran into were not 
easy ones to solve. 

For, as you probably know, freight 
cars themselves differ in size. As you 
probably don’t know, they vary in length 





Other “Plus’s”’ 


e 5 laboratories employing 134 people 
with college training, academic, or pro- 
fessional degrees in the pure, natural, or 
engineering sciences. 

@ 13 points from which customers’ ma- 
chinery is serviced ...6 points at which 
customers’ machinery is built. 
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American Can Offers To Its Customers 


AMERICAN CAN COMPANY 


230 Park Avenue, New York, N. Y. 


from 30 feet to 60 feet and in width from 
8 feet 5 inches to 9 feet 2 inches. And we 
soon found out that stowing any one 
type of container in any one type of 
freight car was a problem in itself. 

All right. But there are thousands of 
types of containers. And many types of 
freight cars. That makes a whale of a lot of 
ways of stowing and bracing shipments. 

Then, there are what traffic people call 
“‘mixed shipments.” Different types of 
containers in the same car. And this, too, 
we had to work out for all types of freight 
ears and all probable combinations of 
containers that would be loaded in them. 

To keep ourselves from getting dizzy, 
we wrote down all the different methods 





@ 67 plants located strategically in the 
U.S., Canada, and Hawaii. 

e A factory-trained sales staff who are 
specialists in many different types of 
industry. 

e An executive personnel backed by a 
financial strength that is in itself a 
tangible business asset. 








of stowing and bracing containers. When 
we got through, we had two, good-sized 


volumes .. . each about as heavy and as 
thick as a New York or Chicago tele- 
phone directory. 

But all this was “theory’’ and, not 
content with it, we tested it out in sample 
freight cars with sample loadings at: our 
switching yards. 





There, day after day, the railroad 
butted these sample cars around. Gave 
them far more jouncing than they’d ever 
get in actual transit. And only when a 
car came through this practical “billy 
goat”’ test with flying colors, would we 
O.K.the stowing and bracing method as 
“sufficient.” 


Today, American Can customers have 
a minimum of headaches from shipments 
arriving at their warehouses in less than 
perfect condition. American Can Company, 
2380 Park Avenue, New York, N.Y. 













PHOENIX COMPO CAP: When the harvest of Nature’s rich 
bounties is complete . . . when the products of arbor, orchard 
and field are brought to packing plants to be sealed in con- 
tainers of sparkling glass . . . the Phoenix Compo Cap provides 


fitting closure for this yearly, but nonetheless amazing, event. 
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CUP SOAP—LATEST OF THE COLGATE 
‘'FAMILY™ TO BE Redingion CARTONED 


1 sleadily increasing number of Redington packaging 
machines are on the job in the Colgate-Palmolive-Peet 
plant since the first cartoning unit was installed back in 
1928 to speed-carton tooth paste. Today, the Colgate- 
Palmolive-Peet “family” of products turned out on 


these machines includes tins of tooth powder, tubes of 


tooth paste, bars of Cashmere Bouquet Soap, Crystal 
White Laundry Soap and others. 


The latest machine delivered is a simplified cartoning 
unit for Colgate’s Cup Soap. The soap is fed directly 
on an intake belt from the soap press machine .. . then 
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22 MACHINES ORDERED BY 
COLGATE-PALMOLIVE-PEET 
CO. SINCE 1928 











transferred into cartons by a simplified filling means. 
This does away with the need of first locating bars in 
the pockets of the conveyor . . . speeds up operations to 
150 bars cartoned every 60 seconds! 


Altogether 22 machines have been ordered from 
Redington since 1928 by Colgate-Palmolive-Peet Co. 

. and we could cite other examples of nationally- 
known makers of packaged goods who have bought a 
substantial number of Redingtons over a period of 10, 
15 and even 25 years! We can think of no better recom- 
mendation. 





F. B. REDINGTON CO. (Est. 1897) 110-112 So. Sangamon St., Chicago, IIl. 
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“The Worlds Model Papen Mite” 
Food Protection Papers 


KALAMAZOO VEGETABLE PARCHMENT COMPANY 
PARCHMENT * KALAMAZOO * MICHIGAN *_ U.S. A- 
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ENAMELAY S-FOIL 


283 
OCTOBER OFFERING 


In spite of restrictions on certain raw stocks, Hampden is 
still creating new Fancy Box Papers that are outstanding in 
their attractive qualities. S-Foil is now being used to develop 


some of the most striking papers Hampden has ever made -- 


ENAMELAY S-FOIL 283 is just one illustration. 


A set of sample work sheets is waiting to be mailed you 
on your request. 


ampden 


GLAZED PAPER AND CARD COMPANY 
Holyoke, Massachusetts 


SALES REPRESENTATIVES 


Chicago, Ill. — 500 So. Peoria St. Philadelphia, Pa. — 414 Bourse Bidg. 
New York, N.Y. — 60 East 42nd St. San Francisco, Calif. — 420 Market St. 
Toronto, Canada — 137 Wellington St. West 
Fred‘k. Johnson & Co., Limited — 234, Upper Thames Street _ London, E. C. 4, England 


Seattle, Wash. — 1203 Western Ave. Dallas, Texas — 3905 Amherst Ave. 





A Transparent Package by Ritchie Will 


GET IT DISPLAYED WHERE 
THE SALES ARE MADE! 


Have you noticed how many products in Transparent 
Packages are on display in almost every store today? 

There are good reasons. Retailers know that Transparent 
Packages create “impulse” sales. They know that Trans- 
parent Packages invite inspection and handling (without 
danger of soilage). They know that a properly designed 
Transparent Package gives new freshness and sales vitality 
to otherwise familiar products. 

Why not look into the display and sales advantages of a 
Transparent Package for your product? Don’t believe, 
before you investigate, that your product is unsuitable or 
that the cost is too high. For Transparent Packaging is a 
versatile medium that costs less than most people think. 

Ritchie is designing and manufacturing Transparent 
Packages for such diverse merchandise as cosmetics, shoes, 
men’s furnishings, medicines, sporting goods — in almost 
every field where display plays a part in modern merchan- 
dising. We'll be glad to show you what we are doing for 
others and what we can do for you. No obligation — write 
today. 
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SET-UP PAPER BOXES 
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MARE ADVERTISING SERVE 


CAN USEno. 


.. POLICY OF 


NEW MANAGEMENT 


The National Can Corporation believes 
that service to customers is more important 
than advertising space devoted to the usual 
type of advertising copy. Hence they wel- 
comed an entirely new approach to can 
advertising—a “news service” for industries 
served by the National Can Corporation 
as a real demonstration of National Can’s 
Vigorous spirit of service. 

This is the first edition of this News Serv- 
ice. It will be followed regularly by others. 

The plan is a simple one. From widely 
placed sources, facts will be gathered about 
new processes, new merchandise, new mer- 
chandising methods. 

From these news items a selection will be 
made of the most interesting. Then these 
will be printed—to help you solve manu- 
facturing or sales problems. 

Items which are too interesting to omit, 











The New York plant of the National Can Corporation 


but which we have no space to discuss in 
detail will be quickly summarized under 
the caption Technical Topics. 

National Can Corporation wants you to 
feel that this is your News Service. If you 
wish more information on any of these 
articles—write to National Can Corporation, 
110 East 42nd Street, New York City, and 
you will receive any additional information 
available. 

If you would like a reprint of this mailed 
to your office, simply request it. 

But to make it your News Service, you 
should contribute, too. Possibly you have 
made some achievement of an unusual na- 
ture in manufacturing or merchandising. 
Send in the factual story and picture. We 
will publish it if we can. So Inside News 
makes its bow. It pioneers a new road—ad- 
vertising that serves the reader. (1) 








AUTOMATIC SPRAYER 
PAINTS SHELLS 


A fully automatic machine, recently de- 
veloped, sprays the interior walls of 155 mm. 
shells at the rate of 500 an hour, it is re- 
ported. The shells are picked up by metal 
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arms from a conveyor belt, carried along 
in horizontal position to a point in front of 
the automatic spray gun. A master switch 
then trips a trigger on the gun, which is 
A device 
with which the gun is synchronized rotates 
the shell to insure a uniform, smooth coat- 
ing. As soon as the nozzle has withdrawn 
from the projectile, the shell moves along, 
making room for the next one. (2) 


fitted with an extension nozzle. 





DOMESTIC TALC NOW REPLAC- 
ING FOREIGN PRODUCTS 


According to recent figures, the tale mar- 
ket during 1941 represented a business of 
some $20,000,000 at retail. The material 
which has been traditionally accepted by 
the cosmetic industry as the best in the 
world for its tale was the tale coming from 
Italy. Sinee this was no longer available, 
many cosmetic manufacturers felt’ for a 
time that their share of this market might 
be in danger. For tale bulks large and the 
problem of storage space alone is something 
to be considered in view of the fact that 
companies doing a good business need from 
500 to 1,000 tons a year, with some large 
manufacturers needing even more. Hence 
it was not something which could conve- 
niently be put away for a rainy day. 

Fortunately, however, both the quality 
and quantity of domestic tale had been im- 
proved upon during recent years so that the 
change from the Italian product was made 
without any great difficulty. There are many 
who feel that certain of the American tales 
are today even better than those formerly 
received from Italy. In any case, American 
production is now about 250,000 tons a year 
of which about 10 percent is suitable for 
cosmetic use so that the tale market and 
the more than twice as large face powder 
market, which also requires tale as an in- 
eredient will not suffer from a lack of this 
raw material—barring unforeseen difficul- 
ties in transportation. (3) 


WAX FROM SUGARCANE 


Sugareane is seen as a potential source 
of some six or seven million pounds of wax 
in recent experimental work. The wax oe- 
curs as a thin coating on the surface of the 
eane. As the cane is crushed, most of the 
wax is washed off, and remains in suspen- 
sion in the juice until taken out with the 
“mud” formed in clarification. This mud 
has until now been discarded, although it 
contains from 5 to 17 percent of wax on a 
dried basis. Selective solvency is employed 
in the process of removing the wax from 
the “mud”. (4) 


CANNED PHEASANT 


It is now possible to find in the Pacific 
Coast markets a whole precooked frozen 
pheasant in a can, decorated with a white 
lettered overwrap with a picture of the royal 
bird in reverse. In all probability this new- 
comer to the table will soon be found in 
all sections of the country. 

It is anticipated that a heavy supply will 
make its appearance early this fall. The 
reason for this lies in the fact that autumn 
is the season when pheasants are in their 
prime. One bird nested in its own juices and 
gelatin jelly will be packed in the can and 
thus the product will retain its wild flavor. 


(5) 
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POWDERED DENTIFRICE 
CONTINUES IN POPULARITY 


The largest single market in the cosmetic 
field is the one for dentifrices where a re- 
tail business of close to $80,000,000 was done 
last year. Although tooth paste continues to 
be the biggest seller, powdered dentifrice 
continues to be a good second, with the 
more recently introduced liquid form, third. 

Although no specific figures are available 
concerning the consumption of tooth pow- 
der, most surveys agree that from 30 to 40 
percent of those using dentifrices use pow- 
der, and, almost without exception, these 
powders are packaged in cans. 

This emergence of the dentifrice as a 
large-scale user of cans has been a phenom- 
ena of the past ten years. It has been an 
interesting thing to wateh and it has 
prompted much speculation as to the next 
cosmetic product to go to tin containers in 
a big way. (6) 


NEW MILL GRINDS PAINT OR INK 
WITHOUT CONTAMINATION 


(A new mill has been developed by means 
of which inks and paints over a wide con- 
sistency range can be thoroughly ground 
without contamination. This new apparatus 
consists essentially of two truncated cones, 
one of which is fitted inside the other, to- 
gether with a plunger feed) mechanism 
which forces erudely mixed ink into the 
annular space between the conical sections, 
one of which is rotated with respect to the 
other. For example, the outer section of a 
vround-glass joint is fitted with a plunger 
at the small end, and ink forced by a rotat- 
ing stopper. The stopper is appropriately 
slotted. The efficiency of this mill has been 
tested relative to that of a laboratory 4 x 8 
inch three-roller mill as well as with hand 
milling. Advantages are: excellent disper- 
sion, and freedom from metallic contami- 
nation, with whites and light colors. (7) 


CANNED MEATS 10 THE FORE 


Watch canned meats! Huge purchases of 
canned meats and meat products this year 
have focussed public attention on these 
items. Of equal and perhaps greater signifi- 
cance is the rising tide of public acceptance 
of many new meat products and, of course, 
of many of the old familiar stand-bys. Few 
consumers are conscious of the great variety 
of canned meats now available. Packers be- 
lieve there will be an increasing demand 
for these in the next year or two. 

Canned spiced ham and similar pork 
products have become tremendously im- 
portant in the last few years, aided by 
strong consumer advertising campaigns. 
Canned wieners are blazing a trail now. 
Corned beef, corned beef hash, dried beef, 
tongue, ham and various kinds of spreads 
are still the leaders, but there will be new 
ones coming along. 

One fact-finding organization reports that 





consumption of canned meat in 12-ounce 
tins last year was 66 percent higher than 
the preceding year. (8) 


PACKAGING THAT PROMOTES 
PRODUCT LEADERSHIP 


This EZY-OPENING Tablet Box features 
the NATIONAL CAN principle of front 
opening which assures consumer acceptance 
because of its convenience and definitely 
practical non-spill advantages. Write for 
sample. (9) 








PACKAGING IMPORTANT 
AS HEALTH PROTECTION 


Sixty percent of the public considers pro- 
tection from dirt, dust and germs as the 
most important function of packaging, a 
nation-wide survey recently revealed. Sec- 
ond most important quality is ability to 
maintain the product's efficiency. 

Consumers considered other packaging 
qualities as ranking in the following order: 
convenience in use, appearance, prevention 
against substitutes, and prevention against 
breakage. 

The survey covered products in the food, 
candy, pharmaceutical and allied fields. 
There was some variation in the order of 
importance of the functions as they con- 
cerned specific products, but the order gen- 
erally held. 

There was roughly a five-point difference 
between the various qualities selected, with 
only 30 percent of the public considering 
prevention against breakage of prime im- 
portance, the survey showed. (10) 


TECHNICAL TOPICS 


GLYCERIN is being manufactured from molas- 
ses in South Africa. With a new process, 
molasses is fermented by means of a special 
yeast under alkaline conditions, the result- 
ing wash being concentrated in multiple 
effect evaporators and the glycerin solvent 
extracted from the concentrate in specially 
constructed apparatus. (11) 


CAUSTIC SODA TREATMENT of straw silage is 


being encouraged in Britain. The treatment 





with caustic soda turns all straw, whether 
wheat, barley, or oat, into a starchy food 
which is much nearer a concentrate and 
will replace sugar beet pulp and roots. (12) 


EDIBLE OLIVE OIL of excellent quality is now 
being produced in California on a commer- 
cial scale. The industry has been expanding 
steadily in recent years, and the extremely 
high prices prevailing during the current 
season as a result of the war in Europe and 
the cutting off of importations has brought 
about a marked improvement in the quality 
of the domestic oil. (13) 


STEARIC ACID when used in red lead paints 
is said to induce non-settling properties. 
The acid is used in the proportion of 4 to 1 
percent by weight according to the quantity 
of red lead present. It is dissolved in the 
warm oil used for grinding the red lead. 

(14) 
VERMICULITE used in concrete to replace 
sand produces a material which can be 
sawed, sliced, punctured, and nailed, ae- 
cording to tests recently conducted in North 
Carolina. By use of vermiculite it is stated 
that the concrete forfeits no strength but 
gains workability. The new product is said 
to have high sound and heat insulation 
values. (15) 


YELLOW CUPROUS OXIDE is obtainable as a 
dry, stable material by a new electrolytic 
manufacturing process. Fungicidal tests of 
the yellow oxide made by the new process 
have shown a remarkable increase in effee- 
tiveness without a corresponding increase 
in phytocidal activity, it is stated. It is also 
said to make possible more effective anti- 
fouling paints, and to be useful as an agent 
for controlling wild growth in swimming 
pools and ponds. (16) 


ANY PIGMENT can be manufactured in the 
form of flakes it is claimed for a process 
described in a new British patent. It is also 
said that leafing properties may be con- 
ferred on the pigment flakes at will by a 
suitable modification of their surface. (17) 


DURING THE NEXT TWELVE MONTHS, $1,192,000 
will be spent in and around fifty-three ma- 
jor military areas for mosquito control. This 
work will be done by 87 sanitary engineers, 
all mosquito eradication experts, and with 
civilian labor. The expenditure for the con- 
trol of mosquito and other insects in Army 
camps and Government buildings is ex- 
pected to reach very considerable expendi- 
tures and require large quantities of insecti- 


cides, (18) 
AT PRESENT sales rates it is indicated from 


figures of the Association of American 
Soap & Glycerine Producers that the Amer- 
ican soap industry will market in the neigh- 
borhood of four billion:pounds of soap this 
year,—an all-time high. (19) 


A NEW AND REPORTEDLY powerful insecticidal 
raw material has been developed from the 
leaves of the castor bean plant. It is re- 
ported to have been tried out on a large 
scale in Florida, proving so effective that 
fewer sprayings were found necessary than 
with other insecticides. (20) 
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‘‘| want our business 
to get all 4” 


| = the 4 big ACE features that make our list of 
clients read like who’s who in the packaged 
goods field. They come to us for cartons that 
possess Creative Design that gives zip and fast-mov- 
ing sell appeal to packages. Practical Planning that 
assures utmost protection, high utility value. Ex- 
clusive Styling to compliment the product... and 
Built-in Sell Appeal that moves products profitably. 

ACE Cartons have construction strength that 
“can take it” ... printing impressions that are 
clean, sharp, crisp... and all-’round craftsmanship 
that reflects good judgment of buyer and maker. 

You can capitalize on the creative and merchan- 
dising brains of the ACE staff by outlining your 
packaging problems, and sending a sample of your 
old carton. We'll offer a written analysis of sugges- 


tions to put new se// and go into your cartons. 


ACE 


Cartons 
ACE PUTS THE Sell IN CARTONS 





MODERN PACKAGING 


Milady’s 


Roudoir Accessord 


ACE CARTON CORPORATION. 
2544 South 50th Avenue, Cicero, Illinois 


Folding Paper Cartons ¢ Folding Displays « Display Containers —— 
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PINELLE 


BOX COVERING 
PAPERS 





Stocked in eleven colors in 26-inch rolls 
Two reams to the roll. Basis 20 x 26 





Prices Sheeting 

per ream per ream 

Dewees . - ee tl Otel tl tl we a 
ee a ee .65 
a ee. a a -70 
Dee +e « & = ae * + & ee ae 
BOO «6 6 * = Be te we es -90 
Brokenream .. . 19.80 ..... 1.35 


All prices subject to change without notice and/or 
purchaser paying any tax enacted against sales. 
F. O. B. Mill 





SEND FOR SAMPLE SHEETS OF THIS 

MODERN DESIGNED COVERING FOR 

YOUR NEW “DUMMY” PACKAGE. 
NO CHARGE. 


**Pinelle’’ Is a Marvellum Creation 


CHARLES W. WILLIAMS €# CO., Inc. 
303 LAFAYETTE STREET, NEW YORK 


624 Miller Street 167 Oliver Street 
CHICAGO BOSTON 

















BEARDSLEYS seve, HERRI! 










yo > Durable, adaptable, salable . . . The only 
yo : , ‘e y- , é i 
AN yee Ye 2 4S ys transparent wrap that’s water-moisture- 
arr ol yes v ype ay’ vapor-proof. No wonder PLIOFILM is used 
- > e . . . 
ca yr? Lig x‘ e* on such a variety of products. 
gic?" N\ oe aye? soo ] eae : ‘ 

5 bs “ » al yy —T.M, The Goodyear Tire & Rubber Company 


THINGS ARE BETTER SEALED IN 


fy 
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What makes her recommend a certain brand? 


The reason a shopper invariably selects 
one particular brand and even strongly 
recommends it to her friends often lies in 
little things. Like the bright gleam of cans 
made from BethColite, for instance. The 
mirror-like surface catches her eye, gives 
her a feeling that here is greater cleanli- 
ness, extra goodness and quality. 


And she’s right! BethColite really does 


make a better can. Its special steel base 
forms easily, assures tight seams. Its uni- 
form, denser tin coating provides an extra 
margin of safety against corrosion and 
contamination. 

Cut down your rejects, your complaints. 
Get a higher yield. And induce mo:e 
housewives to buy your pack. Specify 


containers made of BethColite. 


COLD-REDUCED TIN PLATE MADE BY B 





ETHLEHE 
STEEL 


































UE Ree, SRI (Pi eZ 


You might think that peanuts, popcorn and potato chips could all be put 
up in the same kind of package—specially when made by the same 
manufacturer—but it just doesn't work out that way. Protective require- 
ments, packaging machinery, point-of-sale displays and cost allowances 
differ for each item, and must be varied greatly in order to secure volume 


sales, profitable sales and a maximum period of sealed-in freshness. 


It's the same way with many other products. One company may even 
need a dozen different papers for a dozen different products—and Riegel 
can often supply them all. With over 230 standard lines to select from— 


and no favorites—you get the full benefit of Riegel's experience in solv- 


* Riegel "tailor-made" pack- 
ages have helped make 
these Manhan products quite do the trick, our laboratories have shown a remarkable ability to 
fast and profitable sellers. 


ing countless packaging problems for others. Or if standard papers won't 


create something new to order. Why not go where papers grow? Write 


us and investigate. 


RIEGEL PAPER CORPORATION 


342 MADISON AVENUE e NEW YORK, N. Y. 


POG aE TL et Te a Tes 
if sri 40d ree cit eae ees eee Pe bids Shed PG eee 
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Packagers who are very careful about specifying the grade of board or transparent sheeting 
they want in their packages are just as careless about the selection of adhesives. 


Any old adhesive will not do! 


You cannot rely on inferior or improper adhesives to hold your package together, or hold 
your label to your package. You cannot expect flimsy adhesives to stick under the many 
trying conditions through which your package may have to pass before it reaches the 





consumer. 


Specify the proper STAR adhesive! 


There is a Star adhesive for every packaging purpose. Literally hundreds of formulas 
have been developed to meet the most specialized needs. You may select any one of them, 


or call on our laboratory to create one specially. 

Star adhesives do not cost much more than inferior grades. And when one considers 
their concentration taking dilutions up to 509% with actually greater adhesion—the true 
economy of using Star adhesives is readily seen. Specify Star and you get satisfaction. 





STAR Case Sealing Gum STAR Carton Sealing Glue 
STAR Folding Box Glue STAR Bench Paste 

Line Includes: STAR Cold Pick-Up Gum STAR Tube Glue 
STAR Tin Paste STAR Lap End Paste 
STAR Brightwood Gum STAR Tightwrap Glue 


Write for the instructive folders: 


‘Make Your Identity Stick’’ and ‘‘Here’s A Bird of An Idea’’ 


PHILADELPHIA 
NEW YORK BALTIMORE ROCHESTER 
406 PEARL STREET en ae 131 COLVIN STREET 980 HUDSON AVENUE 
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NCHANTING as 
these streamline little 
treasure chests are for 

the De Luxe line of ELGIN 
time pieces, they are equally 
as serviceable and practical. 


Each case is precision formed 
and employs the Rathbun two 
position, spring opening and 
closing hinge. 


This unique feature, an extremely 
important advantage in various 
types of plastic cases, is an in- 
tegral part of all Rathbun case 
construction . . . and definitely 
adds to the appeal and ideal 
packaging of your product. 


Your inquiry regarding a plastic prob- 

lem will be given every consideration 

and study by our Service and Engineer- 
waa ‘ ing Depts. Write today for samples 
as and illustrated construction details. , 


LF, ——— 
Hutt. MOLDING CORPORATION 


S ALAM AN CA 


NEW YORK 












Vfuation t 
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MANY CARTON USERS MUST WAIT. 
COATED LITHWITE HAS TAXED OUR PRODUCTION AT THIS TIME 


3 








T'S not a pleasant position to be in... having to tell customers 
that right now we can’t promise reasonable deliveries on our 
Coaled Lithwite. But we find that even with our revolutionary 
new high-speed, straight-through Coaled Lithwite process, we just 


can't meet the demand. 


If you have examined a sheet of this finer boxboard, you'll under- 
stand why. Coaled Lithwite has a soft, satin-smooth surface like 
the finest book papers . . . a surface that takes inks so brilliantly 
it actually makes cartons sparkle on a retail shelf. The secret 
mineral coating bends without shattering .. . takes a tight, sure 
seal that cuts down leakers and waste in automatic filling and 


sealing machines. 


And, of course, Coaled Lithwite’s reasonable price is another 
reason why carton users have swamped us with business. Prce- 
duction economies make it possible to keep the cost of Coated 


Lithwite down within the range of many uncoated boards! 


It may be that you have sent us an inquiry on Coaled Lithwite. 
If so, we ask your patience until that time when we can make 
acceptable deliveries. In the meantime, you may be sure we are 
making every effort to remedy our present over-sold condition. 


RIC, 
oe, 


yf The GARDNER-RICHARDSON Co. 


MANUFACTURERS OF FOLDING CARTONS AND BOXBOARD 
MIDDLETOWN, OHIO 
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Obttiactive Windows 


BUILD BUSINESS 








You wouldn’t tolerate mere semi- 
transparency in store windows . . . Don’t 
accept it in envelope windows, either! 


The right material for envelope windows is crystal-clear Lumarith 
Protectoid! You'll like Lumarith Protectoid for its SEE-power! 
Envelope windows glazed with it have the clear transparency of 
nothingness . . . a plate-glass clarity that deceives the eye and relieves 
the eye. It is welcomed alike by postal clerks and by that 72.9% of 
all American business-men who open their own mail. 
Leading promotion authorities have proved that the right envelope has 


an advertising value "way beyond its cost. Leading envelope manufacturers 
. ; 
If you are working on a 


transparent or plastic package 


4 
Get in touch with 


CELLULOID 


have brought production costs toa point where it is a waste of money to use old- 


fashioned, semi-transparent envelopes. Specify Lumarith Protectoid windows. 
I I 7 





Celluloid’s pioneer experience includes technical knowledge of cements that 
work without fail. Address Packaging Division, CELLULOID Corporation, 180 
Madison Ave., New York City. Established 1872. Sole Producer of Celluloid, 


Lumarith and Lumarith Protectoid. (Trademarks Reg. U. S. Pat. Off.) 
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Millions of sales annually prove 
the merchandising punch of 
Federal functional closures. 


For Glass Cleaners, Moth- 
proofing Liquids, Toilet- 











ries: Federal sprayers are 
“musts” on this type of product. 
Insures continuous product iden- 
tification and simple, economical 
dispensing. 

















For Syrups, Honey, and as 
separate premiums: Federal ’ 
server makes the sale package 
the dispensing package. Brings 
your brand name to the table. 
Cuts drip cleanly. Eliminates 
waste and messiness. Insures re- 
sale of product because (1) utility 
and (2) the fact that it fits only 
your package. 


WRITE FOR INFORMATION WITHOUT OBLIGATION 


Ce 
i) oN 
ob 


CVC 2CtE F00L CORPORATION. 


400 NORTH LEAVITT STREET + CHICAGO, ILLINOIS 





There is only one com- 
plete and reliable source 
of information on all 
plastics: 


THE 1942 
PLASTICS 
CATALOG 


Ts. 1942 edition of the Plastics Catalog is being flow sheets for each material—and an entire section 





prepared. It will be the largest and most is devoted to methods of molding, fabricating, lami- 
beautiful issue of this unique volume ever pub- nating and extruding. Other important sections 
lished. This is the only complete are: Plastics in National Defense, 
and up-to-date sourcebook, hand- SPECIAL detailing applications in the Army, 
book and textbook of plastics in- PRE-PUBLICATION PRICE Navy, Marine Corps, under OPM 
formation. It contains separate $3 and OPACS; Plastics Engineer- 
ing; Directory of molders, fabri- 


articles on every different commer- : 
} ; ’ per copy. (Saves $2 per copy cators, laminators, machinery 
cial plastic, and a separate section —publication price: $5.) . 

and equipment manufacturers, 


on the various forms in which ’ 
Order now and be sure you materials manufacturers and all 








plastics are sold: as molding ed pr gate ee vat suppliers to the field. It will be 
powders, fibers, laminates, coat- unfilled because the book a huge book: between 500 and 
ings. There are special articles on oo” ee See 600 pages, beautifully case 
plastics manufacturing—separate bound in full leather. 





1942 PLASTICS CATALOG 


Suite 2601, 122 East 42nd Street NEW YORK CITY 
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YOUR PACKAGE THEME 
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For A NEW VERSION OF YOUR 2/2 PACKAGE Got 


A RAPID ACCEPTANCE OF YOUR WEW PRODUCT 


The Visible Guarantee of Invisible Quality 


\ 
© 
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y full 
canned veget page, full color 
Nutrition aes an and va My promoting 
The Saturday Ev appears in the Oct the National 
Continental Can Sean Post. It is ta 4th issue of 
wets that come ta ompany’s series eighth ad in 
cans and the eth pate. prod- 
one cooper- 


ating with nati 
national 
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request . Free reprints a 
; re avail- 











“AMERICANS SHOULD f 
EAT MORE VEGETABLES, 


pr.Thomas Parran \ 


SURGEON GENERAL 
UNITED ST ATES Pt BLIC HEAL TH SERVICE 
* 


























Part of the job ahead for all of us this hour 
emergency S to make Amernca strong 
hy making 4merwans stronger. We have the power 


fo build a nation of people more fit, vigorous, 
if body and 


of natre nal 


competent — with more toughness ¢ 
greater strength of mind than the world has ever 
seen. Thre ugh eating the right food we can elim- 
imate the half health, half strength which results 
from a diet not quite good enough. 

"Vegetables are a vital part of this health- 
building pregre™ Improved methods of Procesi"6 
and preparati n give them more value than ever 

“Healthy pee ple are strong pec ple. People are 
healthy only if they geta™ ll rounded diet—¢ ne 
that includes plenty of vegetables, frut, meat, 
eggs milk and enriched bread and all the other " 


tamin sources im U hich America abounds. 


Food will build a neu America!” 








aaa 





And here are 37 different ways 


to strengthen your MEALS & ith vegetables: 





eAT A Lot MORE VEGETABLES BECAUSE: | 


natural sources of essential vitamins and minerals. 


Vegetables are 
als \ 


Vegetables add color, interest, flavor (0 your me 
Celery 


Vegetables are an important part of the basic diet that helps every | es 
Aspereey fern, Croom StVIe 
family measure UP to America’s new gold standard of nutrition | oan ae 
| eons, Greer 
eeor® Kudrey 


Vegetables are readily digestible for children and grownups 





z Vegetables are convenient—keep a shelf well stoc ked with cans | 
aa 
Vegetables are packed in great variety—garden goodness ready for | Beoccelt ™ 
your table all year round Brussels Sprouts mustord Groone 
: Cobdes* Owe 
Vegetables are economic al—low-cost ccmmcesoteuinersrs and Vann Corot Omens 
| Coviitewer Pees 
Pepper* 


Vegetables are good to eat everybody likes “em! 


Contributed in the interests of the National Nutrition Program 
and the vegetable growers of America by 
CONTINENTAL CAN COMPANY 


For perensé and ywpustey® 





manuf aqruners or conTAIness 
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SIMP-L-OCK 


TYPE CORRUGATED CONTAINERS 

















Top “snapped” into 
position 


Top ready 
to be 
snapped’ 
into position 





base ALG 
NGLY DIFFICULT TO OBTAIN § 
REQUIREMENTS. , 
a truly MODERN PACKAGE - Simpl 


may be the exact answer to YG 
into place, securely, compactly, | 
t these cartons hold up to | 
ainer for display purposes w 
e without marring the 4j 
! Applied to your 


BECOMING 
DEFENSE AND 








appealing - SIMP-L-OCK 


Blem. Ingenious die cut top 














@ is neat. Strength is guaran- 












ithout opening. Contents may 





ckage -- when replaced in carton, 






ackage. Separate tops can be im- 
B¥e you time and money ... increase 





“BRE IN A POSITION TO EXTEND A 
7 EXTREMELY LIBERAL TERMS! ASK 


Trade Mark Reg. U.S, Pat. Office 
Pat. Pending * - 








SIMP-L-OCK COMPANY 


904 MAIN STREET, HARTFORD, CONNECTICUT 
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) “A gt 
O®? Your PRODUCT 
a9 ano Gout PACKAGE 


It takes a Real Handler to put over the Grand Champion of any 
Show. Here is showmanship at its best! 


And in this highly competitive age, showmanship in package 
design plays an equally important part in attracting and hold- 
ing shoppers’ attention. 





Sefton, with its flair for the creative ... and through its 

many original designs... has helped turn the spotlight on 

many leading products in the Food, Drug, Cosmetic, and 
Automotive Parts Industries. 





by the McMILLEN 
FEED MILLS, Inc. 
‘ort Wayne, Ind. 


There's the Stack-Top Can for convenience of display, 
the Pliofilm Can for added product protection, the 
Sealed Fibre Container for automotive parts, and the 
String-Pull Can for ease in opening. All are 
Sefton creations. 






For salesmanship through showmanship, for 

economy in packaging, and for speedy service, 

bring your packaging problems to SEFTON! 
Phone or write, today, for full details. 





SEFTON FIBRE CAN COMPANY 


O11 1. @ i @) 4314 ay Los Angeles San Francisco Denver Tampa Chicago Des Moines 
New Orleans Boston Detroit Kansas City St. Paul Omaha New York Cincinnati Cleveland 
Oklahoma City Pittsburgh Memphis IS eruraite Dallas Houston Salt Lake City Seattle 
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Se Ra aisha AIS i ip 


Ne whos who 


OF AMERICA’S BEST SELLERS 


rely on MRROW 


FOR DISPLAYS AND DISPLAY BOXES 


















Ae 


a mes 


Outstanding in every sense of 
the word, typical of the Bulova 





A dominating display designed to intro- displays that ottract the eyes of © 
duce Coty’s new L'Origan package theme customers in thousands of jewelry 
dramatically. stores throughout America. 


‘R.. SELLERS” are made, 


not born. Their success is due to careful 


’ 


planning — not to accident. 


Two highly important factors in the success of any 








A box that breathes the craft- 
manship found in Kreisler's 
jewelry. Monk cloth covering 
enlivened with colorfully 
etched copper band. 


products are the display boxes in which they are shown 


and the counter displays with which they are merchandised. 


On shelves and in windows, such boxes and displays must 


attract the public eye favorably or not at all. 


osc OR aR 


That is why so many nationally known products appear on Arrow's 
list of customers. Manufacturers who pay attention to detail know 
that Arrow’s versatility, skill, and ingenuity invariably produce boxes 


and displays that do a “selling job”. 


To capitalize this skill for yourself, why not join the other famous 


products on Arrow's Who's Who list? 
Durable metal box 
with simulated pigskin top 
and lacquered base for the famous 


\ H H (} W Manufacturing (4, hes 


15'* @ HUDSON STREETS + HOBOKEN, NEW JERSEY 











































BOXES & DISPLAYS © IN METAL © CARDBOARD © WO00D © GLASS + FABRICS © LEATHER © IMITATION LEATHER 


WHEN CUSTOMERS WONDER WHICH BRAND TO BUY... 


GIVE THEM THIS EXTRA 
“REASON WHY’ 


OU’LL FIND that a little extra protection can 

I. make a mighty big difference in sales. It gives 

customers an extra reason for noticing —and pur- 
chasing —your brand. 

**Cel-O-Seal’’ cellulose bands will do the trick. 

They give you a chance to put your name or trade- 
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STs pat OFF 


CEL-O-SEAL | 
~~ BANDS 


Sold by 


E.1.DU PONT DE NEMOURS & CO.(INC.) 
““CEL-O-SEAL”’ SECTION 
Empire State Building, N. Y. C. 
ARMSTRONG CORK COMPANY 
GLASS & CLOSURE DIV., Lancaster, Pa. 
1. F. SCHNIER COMPANY 
683-89 Bryant Street, San Francisco, Cal. 





mark up at the top of your package. They keep 
closures tight, and protect the contents. They dis- 
courage tampering. And their costP—just a frac- 
tion of a cent. 

May we design a sample ‘‘Cel-O-Seal’’ cellulose 
band for your package? 


















fF) PRACTICAL DEMONSTRATION OF 4 
MCLAURINGIONES GUARANTEED Flat 
GUMMED PAPER 
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Mc LAURIN- JONES 


‘ 
Mc LAURIN -JONES 
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Here is the streamlined me for all-out co- 


GO! operation with America’s vast defense program. 
aS oJ €, It represents a sure-fire means of getting attention 


for your patriotic message. Print it on McLaurin- 







Jones Guaranteed Flat Gummed Paper. 


# 


By UNITED STATES a 
DEFENSE BONDS 





tee ak U) 
COURTESY AMERICAN BANKERS ASSN. DEMOCRACY! r} \ P 


EVER READY LABE ORP. NEW YOR 











SUMMED PAPER FOR POSTER oo. 


The collecting of poster stamps is 
— growing by leaps and gn oo cm 
series, interesting and _ colorfu 
2Q1~— printed on McLaurin-Jones 530F will W®. ——a 
captivate the fancy of grown-ups and 
children alike. 
A complete set of 24 Navy Avia- 
tion Stamps, two of which are illus- 
trated here, with an album, will be 
sent to any gummed paper user re- 
questing them on his letterhead. 
TORPEDO SQUADRON 2 Perhaps they'll give you an idea SCOUTING SQUADRON 71 
towards the designing of your own 
poster stamp series. 
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GUMMED PAPER ON A SELLING JO} 


Here’s another example of McLaurin-Jones gummed paper chosen to & 

















selling job (actually there are 13 stamps to this series). Sells Ray Oil Burn 
. .. but it could sell shoes or radios, books or sporting goods just as well.’ 
product stamps on 530F—You'll be mighty glad you did. 





GUMMED PAPER COMPLETES A PACKAGING J0! 


GREAT WESTERN DEPARTMENT STORE TT er 
1010 Main Street, NEW TOWN, MO. — ‘ 




















Yes—it’s the old shipping label, once 
kicked around the office, now respected 
as the final touch to the packaging job— 
and the first representative of your prod- 


uct to greet the customer’s eye. Certainly 


FROM , 
eke ened <n Mieatsetber. GREAT WESTERN DEPARTMENT STORE 


1010 MAIN ST., NEW TOWN, MO. : 


doesn’t it ?(Heck— even the old one 


doesn’t look BAD on SSOF'!) 


For big working samples of S3OF, get in touch with your McLaurin-Jones 
gummed paper distributor. 


J0 


to d& 
1 Burp 
well, ' 


Time and Money 


| W Saving Records 


witH ACME dilyerdtitchen 


REG. U.S. PAT. OFF. 

@ Look at the records! One user was able to double the production of stitched 
cartons — by installing Acme Silverstitchers. Savings of 50% in both time and 
money made another manufacturer a strong supporter of this ainazing new 
stitcher. To another concern Acme Silverstitchers meant a much stronger 
carton —a better and a neater job. No wonder this new box stitching equip- 
ment is commanding such phenomenal acceptance ! 

You can be setting box stitching records, too—records for speed and economy. 
Don’t wait — get the facts now! Mail the coupon below. 


Teamed with ACME Silverstitch 
— for Stitching Satisfaction 


Acme Silverstitch Stapling Wire is 
built to perform with Acme Silver- 
stitchers. Engineered to work as a team, 
they assure stitching satisfaction year 
after year. Both wire and equipment 
are supplied and guaranteed by Acme 


Steel Company. 





Adjustable single pedal control . . . Few moving 
parts mean lower maintenance costs . . . Vital 
parts are reversible . . . Low power consumption 
. . » Heavy duty construction for long service .. . 
Silent V Belt drive . . . Wide, comfortable foot- 
rest treadle . . . Resilient one-piece feed wheels 
. Handles two gauges of Silverstitch without 
adjustment. 
Conveniently placed starting and stopping toggle 
safety switch. Overfeed with adjustable spring 
tension and unique wire friction plug provide con- 


stant and even flow of wire. Extra long life of 
main drive anti-friction bearing assured by use of 
genuine Promet bronze. 

Mechanism is guarded for maximum safety. 
Individual parts are precision made and are inter- 
changeable. Friction brake spring maintains con- 
tinual pressure on clutch hub and simplifies brake 
adjustments. 

Easy to operate . . . Runs smoothly and quietly 
. . . Efficient . . . Modern . . . Economical .. . 
Guaranteed. 


MAIL COUPON FOR TIME AND MONEY-SAVING FACTS! 


ACME STEEL CUMPANY 


ACME STEEL COMPANY, 
2843 Archer Avenue, Chicago, Illinois 


2843 Archer Avenue, Chicago, Illinois 
I'm interested in more economical, faster and easier box stitch- 
Branches and Sales Offices in Principal Cities 


ing. Please send me the free folder with all the facts. 
Name 
Address 


City State 
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Putting Things Together... 


In WARNERCRAFT construction skilled hands 


and precise automatic machinery assemble and 


produce set-up or folding boxes that meet quality 
requirements. And in the planning of this pack- 
aging we put together our knowledge of box mak- 
ing with our client’s knowledge of his require- 
ments to establish a service that as closely as 


possible meets the conditions of the times. 


WARNERCRAFT 


THE FINEST WORD IN PACKAGING 


THE WARNER BROTHERS COMPA 


26 


BOX DIVISION — BRIDGEPORT, CONNECTICUT 
200 Madison Ave., New York City. AShland 4-1195 
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That was the year when Du Pont chemists, 
after long research, found the way to make 
cellulose film moistureproof. Now millions of 
products sold each day depend on moisture- 
proof “‘Cellophane” to safeguard freshness 
and original quality. This is only one of many 





improvements made in cellulose film as a re- 
sult of Du Pont scientific skill. And so that 
your product may receive the utmost in pro- 
tection by means of “Cellophane” packag- 
ing, the search for perfection never ceases in 
Du Pont laboratories. 


AMERICAS GUIDE 


TO ADDED VALUE 





all 
¥ \ REG. U.S. PAT.OFF. 
> 

, 


“CELLOPHANE” IS A TRADE-MARK OF E. I. DU PONT DE NEMOURS & CO. (INC.), WILMINGTON, DEL. 
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HIRTEEN months ago, 
strong 
Phenix prescription bottle to the 


drug 


bottle is a proved success, a package 
that’s helping druggists from coast 
to coast get— 
scription business. In its field, the 
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introduced 


Today, the 


-and hold 


was an entirely new 


Arm- a 
the new 


Phenix Rx 


more pre- 
strong’s name 
be successful, 
qualities 


an intelligent in- have 


druggists do 


success because 
dictated by known facts about what 
its potential users like and dislike 
about packages. 

Behind this success story of the 
Phenix bottle lies 
HUMAN RESE 


for fact-finding. To 


a story of careful 


the new bottle had to 
that 
more 


its design was business; 
people whose 
portant. 


ARC H—Arm- 


They 


help 


prescription 


would 


THESE PEOPLE WROTE THE SPECIFICATIONS 


ron DHEWIN R WARE 


CONSUMERS 
HUMAN RESEARCH, to help druggists 


please prescription customers, interviewed 
consumers. It found they wanted a bottle 
short enough to stand on home medicine 


cabinet shelves. They wanted a bottle bal- 
anced to minimize tipping accidents. They 


a bottle that would be attractive 
looking. They wanted a bottle with an effi- 
cient pouring lip. Women wanted a bottle 
they could tuck into their purses, men one 
that they could carry in a pocket. The new 
Phenix met every one cf these requirements. 


wanted 


HOSPITALS 
HUMAN RESEARCT learned that hospi- 


tal prescription staffs had an interest in a 


better type of prescription bottle. Unani- 
mously they agreed they would welcome a 
package that would stand upright when 


carried on a tray. So many tipping accidents 
occurred with old-style bottles that 
hospitals used substitutes of an 
different, and more costly, 
Phenix answered the 
hospital staffs—and 
squat shape 


some 
entirely 
shape. The new 
requirements of 
they’ve welcomed its 
and lower center of gravity. 


DRUGGISTS 
HUMAN RESEARCH found out that 


druggists needed something new to help 
merchandise their prescription services. They 
hoped for a package with appearance so 
smart it could be a_ talking-point. They 
needed a bottle with a larger label space. 
They hoped for a bottle stable enough to 
reduce spilling accidents during compound- 
ing. They asked for a stock bottle made of 
amber glass. With this information, Phenix’ 
designers were able to design a_ bottle 
highly acceptable to druggists everywhere. 


DOCTORS 
HUMAN RESEARCH found that doctors 


approached the subject of prescription ware 
from a more scientific and ethical standpoint 
than the other groups questioned. While 
agreeing with druggists, consumers, and 
hospital staffs about most of the needed 
features of prescription ware, they placed 
particular stress on the desirability of ade- 
quate label space, especially on small capac- 
ity bottles. As a result, the Phenix has at 
least 14 more label area than any other 
prescription bottle on the market today. 


Armstrong’s Package 
Merchandising men went to see the 
opinions i 
They called on consumers, 
druggists, doctors, and the 
scription staffs of leading hospitals. 
, asked these people what fea- 
tures they would hope for in a new 
prescription package. T 
to these questions led to the success- 
ful design of the new Phenix line. 
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1 HOW HUMAN RESEARCH CAN BE APPLIED TO YOUR PACKAGING PROBLEMS, TOO 

‘g Y learning what users wanted, and giving it to them, At the same time, Armstrong can follow through for 

\y HUMAN RESEARCH gave druggists a package you with other services. At Glass Packaging Headquarters, 
‘hat is helping them boost business and build prestige in you have available complete and competent research and 
heir prescription departments. The same principle can engineering departments and, if you require it, a selection 
de applied to any product packed in glass. It may discover of stock glassware and a complete line of closures from 
lacts that will make people like your product better. The which you can obtain a sales-winning glass package. For 
wuccess of the Phenix bottle shows that it pays to give samples, prices, and complete information, write 

t Deople what they want. HUMAN RESEARCH can tell Armstrong Cork Company, Glass and Closure 

’ you what your market—and prospective market—wants. Division, 916 Arch St., Lancaster, Pennsylvania. 





RMSTRONG IS GLASS PACKAGING HEADQUARTERS 
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CARR-LOWREY 
3-Point Service 





creates 
8 FRACTICAL 
2 ATTRACTIVE 
3 ECONOMICAL 


glass packages for 
cosmetics, drugs, foods 
household products. 


We don’t want to re-design every glass bottle we see. That's not 





our business. We make glass bottles. Primarily and basically our 


job is production. 


Part of our glass packaging service includes provision for design. 


Our designers can and will design new bottles or jars for new 


products. In fact, they have planned some of the glass packages 


that are standouts on the market. 


me, 


ails 
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But first of all we're producers. 
We're here to make bottles and jars as 
you want them and when you want 
them. That is our job, and we try to 


do it well. 


4 


Parallel ridges to reflect the light and give sure grip 
make a bottle for LaCross nail polish that stands out 
in a highly competitive field. 


Carr-Lowrey Glass Co. 


Factory and Main Office: BALTIMORE, MD. 
New York Office: 500 Fifth Avenue 


Chicago Office: 1502 Merchandise Mart 




















“Frankly, I couldn't tell you. I can tell you what I make, but that wouldn't 
tell you what business I'm in. 


“The business you're in is who you sell to, if you'll pardon my broken English. 
I'm in a Jot of businesses. Because the things I make are used in a lot of 
businesses. 


‘Personally, I think of my business more as a service, a function that fits into 
a lot of fields. That's how I’m selling now and it seems logical to keep on 
along the same lines if I want to sell more. 


‘My business is making set-up boxes—and that’s not a business at all, but a 
service and a lot of industries such as foods, textiles, toothbrushes, tools 
and what have you, with a common function. 


I serve them all, so I use Modern Packaging magazine as my advertising 
medium. It’s the one magazine I know of that practically all my customers 
read. I never saw a publication that had 100°%, coverage of a lot of different 
industries, but Modern Packaging comes close enough to that figure to earn 
top place on my advertising schedule. And I mean coverage, readership, 
acceptance——not just mailing out a lot of copies each month. I can tell 
the difference by the results I get. Modern Packaging outpulls anything else 
three to one.”’ 
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122 East 42nd St. New York, N. Y. 
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That’s the way glass moves merchandise!... More 
packers than ever are proving that the glass package is a “perpetual 
motion” package. It keeps moving, rapidly expands distribution, 


brings increased sales and profits. 





















For consumers are now on the glass 
standard, expect glass, look for it. They prefer the glass package 
because it tells the truth, is easy to open, easy to dispense from, gives 
sanitary protection before and after opening. Retailers like the glass 
package because it catches the consumer’s eye, tempts the appetite, 
opens the purse, turns over speedily. 

And to take advantage of these important trends, packers are 
turning to the modern Anchor Hocking glass container because it 
steals weight yet stays tough, adequately meets the most exacting 
freight and production requirements. And they doubly appreciate 
the timely insurance glass offers against the ever-expanding de- 
mands of defense. 














Anchor Hocking offers you a complete service for switching all § =. 
s ° : . tl 
or part of your pack into glass...glass containers, closures for air-tight 
or vacuum sealing, hot or cold packing, for sterilizing or processing, SS 
sealing and processing equipment plus technical advice and assist- 
ance all along the line. And there’s a helpful Anchor Hocking man 


Oy 
hon ey, i 
in your neighborhood, ready to give you all the facts and figures. SX SN 


A word to us and he'll be at your desk. 
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How will your product look in a glass container? 
Just ship us two of your packages and we'll return 
your product packed in a sales-winning glass con- 
tainer. No cost or obligation. 
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**We’ ve got tomakeiteasy 
for a Kid to assemble’ 
said our Manufacturing 


oon Department. The best way 
(7 4 proved to be to fasten the 
G75 {7 


= 
a 


\ ~) < kite sticks with a single 
ax ~/ staple where they cross. Any 


boy, by attaching strings to 
the ends, can put the kite to- 
gether—strong enough to 
take off and land in almost 
any wind. 


ge) 
CIN 


2 **We've got to package it 
economically and ship it 
safely” 

said our Shipping De- 


= partment. That single staple 
solved their problem, too. 


24 
SS *laced dix ¢ acr 

L — Placed diagonally across both 
SS sticks, it allows them to fold 


together and to open at right 
angles. The sticks are 
packed in one straight line 

safe, neat, economical—and 
the kite, being already partially as- 
sembled, is so much easier to sell! 


BOSTITCHING 
may give you 


extra 





advantages 


1 STAPLE 


got around 
2 problems 





































Surprisingly convenient and economical ez- 
fras are often obtainable by “‘Bostitching” 
which means using the right machine and the 
eract size and kind of staple to get the most 
efficient fastening resulls. Easy-to-operate Bos- 
titch machines available on liberal trade-in, 
rental and budget plans. Write BOSTITCH, 
55 Division St., East Greenwich, R. I... or 
Bostitch-Canada, Ltd., Montreal. 















SEND FOR FREE FOLDER, 


“BOSTITCH FASTENS IT BETTER WITH WIRE” OR 
“THE MODERN CARDING METHOD” —write today! 
















GIVES YOU ALL THREE 
IN ONE FASTENING METHOD 


Good Reasons 
for Carding with Staples 

Today’s packaging trend shows a wide 
increase in the use of the stapling method 
for point-of-sale display cards. Various 
reasons behind the trend can be illustrated 
as follows: 

Case A—wants to give a small product 
greater display and sales appeal. 
Staples make neater displays, 
do not detract from the selling 
message. 

Case B—-wants to encourage retailers to 
show product where it can be 
picked up and looked over by 
customers, without fear of pil- 
fering or damage from rough 
handling. Staples hold the 
product securely to a card. 

Case C—wants to display multiple items 
or related products, composed 
into one convenient unit of 
sale, and at the same time leave 
space for complete instructions 
or selling message. Staples can 
be applied in a variety of ways, 
and always inconspicuously. 

In line with these requirements, the search 
for the best stapling method leads toward 
“Bostitching,” a name applied to the stap- 
ling performed by today’s most modern 
and varied line of stapling machines. 
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Glass bottles safely fastened to striking display 
ecard by Bostitching—a constant invitation 
to a sale. 


Why Bostitching? 

Speed lowers costs. Fast machines, easy 
to operate by foot or motor drive, often 
increase hourly production more than 50% 
with a corresponding decrease in costs. 

{ccuracy means safely. Lven delicate 
glass containers (see cut above) can be se- 
curely “Bostitched” by machine without 
danger of breakage. Hand methods, as 
well as being much slower, are more apt 
to cause a high percentage of damaged 
goods. 

Liberal purchase plans. With nearly 800 
machines to choose from, and more than 300 
representatives specializing in fastening 
problems, Bostitch can provide exactly the 
right equipment for your present needs; 
then will trade this in for larger, faster 
equipment as your production grows. You 
may also install this money-saving equip- 
ment at once on rental or budget payments, 
at minimum expense and no risk. 

For further information, get in touch with 
a Bostitch representative (there is one in 
more than 100 U. S., Canadian and other 
cities) or write Bostitch, 55 Division Street, 
East Greenwich, R. I. 
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FAMILIAR LABELS 
ON ARMY TABLES 


‘Ty there anything in Army purchasing specifications 
which menaces the standing of branded mer- 
chandise?”’ Disquieting reports were circulated early 
this year to the effect that Army specifications incor- 
porated the requirement calling upon canners to discard 
previously used multicolor labels in favor of single- 
color printed labels of a nondescript character. 

Such fears, if well founded, might easily prove a 
threat to brand standing. After all, the U. S. Army 
is in reality a civilian army—may it ever remain so!— 
and these civilian soldiers all their lives have been sur- 
rounded with packages containing well-known, easily 
identified branded merchandise. Transplanted to Army 
camps, when they catch glimpses of Quartermaster’s 
stores or on the occasions when’ they do “K. P.” duty, 
what packages do they see? And even more impor- 
tant, what packages do the thousands of Army wives 
see—wives of the military men who live in military 
posts and buy from Army stores? 

‘Does it matter?’ someone may ask. “Yes, it mat- 
ters greatly to producers of branded merchandise who 
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1. Everyday scene in the testing laboratory of the Jersey City Quartermaster Depot. Col. R. D. Valliant, Commanding 
Procurement Officer and Karl Westcott, Subsistence Inspector, dis 


Officer (right) with Lt. V. L. Lewis, Assistant to 
3. If labels are 


cussing familiar brands. 2. Subsistence Inspector Westcott checks up on all samples submitted. 
cheapened, it is purely voluntary on the part of suppliers. 4. In every corner of the warehouse of the Jersey City Quarter- 
master Depot one encounters well-known names. 5. Merchandise is rushed quickly to camps. Fort Monmouth, N. J., 
requisitioned this shipment Thursday and will eat it Friday. 6. Wives of officers and enlisted men are served with well- 
Army doors are open to brand names. 


known merchandise through the sales commissary at Fort Hamilton, Brooklyn, N. Y. 
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have built up brand preferences by means of quality 
maintenance and merchandising effort.” 

Direct from the Army Purchasing Officers and QMC 
Headquarters comes the answer to the question which 
opens this article. It is a flat “No.” ‘To be sure,” 
explained a Quartermaster Officer who places orders 
for upwards of $1,000,000 worth of goods each month, 
“the Army buys on price, with rigid specifications sup- 
plied to all bidders. Every bit of merchandise we buy 
is subjected to careful tests. We do not buy by brand 
name, but the doors are not closed. We ask for stand- 
ard-size packages such as No. 10 or No. 2 cans for con- 
venience in handling.” 

It was made perfectly clear that no regulations were 
prescribed in method of labeling, except that goods 
must be labeled in accordance with the Food, Drug 
and Cosmetic Law and that product identity and qual- 
ity designation in accordance with that law were the 
only absolute stipulations. In the words of one officer, 
“It’s the supplier’s own funeral if he cuts down the 
appearance of his packages.” 

The visitor to an Army warehouse gasps at the 
enormous volume of purchases attendant upon the 
stupendous task of feeding, equipping, sheltering and 
transporting the rapidly growing Army. Considering 
the pressure under which they are laboring at this task, 
their courtesy, consideration and willingness to cul 
short the traditional Army red tape are all very grati- 
fying. For instance, requests for photographs to illus- 
trate this article had to go to Washington for final ap- 
proval, but all along the line, keen understanding and 
helpful cooperation were encountered when the pur- 
poses of the article were explained. 

The Army makes two types of purchases. First, food, 
clothing, etc., supplied to the Army for the use of the 
enlisted men. The other is for resale in the sales com- 
missary stores for the use of Army families who are 
entitled to “subsistence” privileges. Among both types 
of merchandise, familiar labels and brands are to be 
seen on every hand. In neither case, however,—a point 
which was emphasized by one Quartermaster Corps 
Officer—can a purchase by the Army be regarded as an 
endorsement of a particular product. In the case of 
supplies for enlisted men, purchase means that the 
bidder has successfully met requirements as to price 
and specifications. In the case of sales commissary 
purchases, the brands have been selected as any other 
retailer selects his brands, that is, according to the 
“calls” from his customers. 

Canned foods illustrate as well as any items the pro- 
cedure in Army buying for the former purchase. In the 
Jersey City Quartermaster Depot is a room in which a 
temporary testing laboratory has been set up. Except 
for the uniforms, the place resembles a buying depart- 
ment of any wholesale grocer. Civilian employees under 
Civil Service supplement the activities of uniformed 
men. No brand is accepted on reputation, but one may 
encounter almost any brand he ever heard of. Though 
the observer might wonder what Gerber’s Baby Food 
was doing in an Army camp! (Continued on page 112) 
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Shipping Glass Records 





Since adopting a new type of packing, Presto Recording 
Corp. has shipped 10,000 disks without breakage complaints 
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little scratch on a radio sound recording disk can 

change sweet melody into an aerial bombardment. 
Thousands of such disks, however, are being shipped 
without scratches and without breakage every day to 
all parts of the country. The packing of them to 
assure safe arrival is a matter of painstaking engi- 
neering. The problem is even more difficult when you 
have not only metal base records, but glass ones as well. 

Presto Recording Corp., manufacturers of instan- 
taneous sound recording equipment and disks, was 
recently faced with this problem. The way they have 
solved it is shown in the illustrations. Since adoption 
of this packing method for their new type glass disks, 
this company has shipped about 10,000 disks during ¢ 
period of three weeks and reports “as yet not a com- 
plaint regarding breakage.” 

In the photo at the bottom of the page is a metal 
container which the company uses for all aluminum 
base disks. This would not do for the glass disks. 
Hence, the development of the method illustrated in 
the upper photo for the glass base disks. 

The shipping container is a white pine lock corner 
box. The bottom of the box is nailed and the top is 
held in place with four screws. For the inner packing, 
the company is using a corrugated shell which lines the 
box and acts as a cushion. For the inside packing 
between the disks, they are using a soft silver tissue 
paper, chip-board squares and a corrugated sheet 
having one side of the fluting exposed. All this mate- 
rial is die cut as per their specifications. The 12-in. 
disks are packed 20 in a box and the 16-in. base size 
disks are packed 15 in a box. After the disks are 
packed in the wooden box, the lid is then screwed on 
and one single metal strapping is placed around the 
box. These wooden boxes are stenciled, ““Glass. Do 
not lay flat.” Boxes are shipped in an upright posi- 
tion in order to relieve any pressure which might be 
placed on the disks if they were shipped flat. 

The simplicity of this packing also has other advan- 
tages in that it is comparatively easy to re-assemble 
when disks must be re-shipped from various points. 


Credit: Wood bores by Platt’s Bor Co. Chip-board squares by Joe 
Salwen Paper Co. Silver tissue by Charles F. Hubbs & Co. and 
Paragon Paper § Twine Corp. Metal strapping by Signode Steel 
Strapping Co. 


Top photo shows method of packing glass base disks in wire 
strapped wooden box. Bottom photo shows metal container used 
for shipping aluminum base records. This would not do for 
glass records since glass is much*too fragile and brittle 
































OPM’S PLATFORM FOR PULP 


ormal civilian requirements, plus defense needs, 
N call for 12,000,000 tons of the raw materials used 
by printers, publishers and paper converters 
materials which are the mainstay of packaging. The 
total productive capacity can furnish only 9,000,000 
tons. Somehow, somewhere, this 33 per cent shortage 
must be met. Can this be accomplished without serious 
dislocation, perhaps permanent irreparable injury? 
“The Pulp, Paper, Printing and Publishing Branch of 
the Office of Production Management is dedicated to 
the maintenance in business of every one of the 60,000 





proprietorships in the converting, printing, lithograph- 


N. A. McKENNA 


ing and publishing industries, and to continuing the 
jobs of 900,000 workers as a primary objective, in so far as it can be accomplished consistent 
with meeting defense needs first.” 

In these words N. A. McKenna of OPM explains the platform on which the Pulp and 
Paper Branch will operate. In record time he has mastered the statistical and technical 
background of an industry unfamiliar to him; he is a business man, not a bureaucrat. 
With the whole-hearted cooperation of important groups, he has formulated a program 
which promises to effectuate the above platform in a practical manner with maximum re- 
sults and a minimum of red tape—and its success is subject only to one certain proviso which 
this article proposes to present. 

When the Pulp, Paper, Printing and Publishing Branch of OPM was formed a short time 
before the present writing, first and easiest impulses were to follow the familiar pattern of 
arbitrary priorities, preferential ratings and allocations which have become the rule in 
branches governing other industries. As Mr. McKenna points out, the extremity of the 
emergency left no other way open for metals and certain other important materials. But 
as every one knows, that plan means “‘first come—first served and the devil take the hind- 
most.”” The result means the closing of many small plants and taking away the jobs of 
thousands of workers, sometimes paralyzing whole industries at least temporarily, certainly 
causing dislocations, idle machinery and unemployment at a time when every hand and 
every implement should be usefully occupied. 

But there is another important aspect of the situation. After the emergency is over and 
the world turns from destruction to reconstruction and progress, the economic structure 
will have grievous need for those small plants and those little groups of workers to help 
restore normal activities. Therefore, the emergency measures adopted today must be so 
ordered that they will not crush them out of existence. This is basic in the McKenna plan. 

Kasiest way, most dramatic mode of making front-page headlines—and accompanied by 
greatest dislocations—would have been to eliminate “‘non-essential” uses of the materials 
under the jurisdiction of this branch of the OPM. Indeed, government scolding was 
ominously present when the publishers, printers and paper converters met in Washington 
inJuly. Happily, subsequent developments and two specific factors (Continued on page 110) 
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1. Charbert’s gift set for men contains tin alloy cylinder for 
talc in place of former aluminum one. Metal closures may be 
changed to brown or black plastic. 2. John Hudson Moore's 
men’s line shows ingenious use of a stock bottle with wood and 
plastic closure. 3. Charbert’s jewel bottle box has metal 


rim, which can be eliminated without impairing its beauty. 


MODERN PACKAGING 


A merican women spend some $500,000,000 a year 


for cosmetics. A great deal of this, of course, 


goes for actual preparations —perfume, lipstick, powder, 


creams, lotions. But a whole lot of it passes over the 
counter for “perfectly adorable little bottles and boxes 
trimmed up with ribbons and flowers.” 

These beautiful——sometimes amusing and whimsical 

packaging curlicues are deep rooted in’ feminine 
psychology. Their appeal is as fundamental as sun- 
shine for a Florida vacation. A manufacturer might 
as well try to sell fans to the Eskimos as to try to sell 
unimaginative packages on a beauty counter. 

All of this packaging requires a wide variety of ma- 
terials and has nourished a vast number of industries. 
They employ thousands of persons and pay a very 
substantial tax bill to the government. 

So far, you will see little evidence of changes occurring 
in the materials used for these packages due to con- 








tainer problems arising from the national defens> 
In the shop windows and on store counters, 
Publicity 


photographs released in preparation for holiday pro- 


program. 


cosmetic packages are as elaborate as ever. 


motions show packages of more unusual and striking 
design than ever before. Many interesting new plastic 
containers have been introduced. 

But what” will when packaging 


happen present 


supplies on hand are used up? Closures require metal 
or plastics which are already on priority lists. There 
is also a shortage of cork, which must be imported 
from Spain, Portugal or North Africa. Metal is the 
most convenient medium for compacts and_ lipstick 
containers. What can be used in the place of it? 
Will it be possible to obtain the wide variety of fancy 


What will 


And what is to be done 


shaped bottles for perfume? be used in 
place of rubber for atomizers? 
about limitations on paper supplies? 

Is this problem a threat to one of America’s largest 
luxury industries? It could be, except for one thing 
which always comes to the fore in any emergency 
(American inventive genius. There definitely will be 
shortages and restrictions and delays in deliveries of 
materials that are now used in cosmetic packages, but 
production managers and designers will not be empty 
handed when, as and if such situations arise. 


4. Richard Hudnut took a 
started standardizing containers two years ago. 


tip from its foreign affiliates, 
Also trying out 
lithographed cartons (left) to replace foil (right). 5. Examples 
of attractive effects to be obtained with standardized containers 


6. Variety achieved by Hudnut for standard-size fibre containers. 
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Everywhere you go, people are talking about it. 
Tucked away in desk drawers and corner shelves are 
models of various items that could be made from other 
materials—samples of compressed wood pulp that 
might be used in place of cork, compacts made out of 
wood, lipstick cases made of fibre, similar to the ones 
used by Roger and Gallet for years. 

The general feeling in regard to packaging is one of 
optimism—a spirit of pioneering in an industry that has 
thrived on brainstorms of imagination. 

“I’m not nearly so worried about containers as [ am 
about essential ingredients which go into many cosmetic 
products,” said F. R. Tourtois, vice president and 
production manager of Coty. “If we can get those 
ingredients, we can always find things to put them in. 
For example, when I first came from France to Coty in 
America, we didn’t have plastics. Now we think we 
can’t get along without plastics. There will always 
be glass, maybe not so many unusual shapes, but 
beautiful glass. American glass makers are now turn- 
ing out some of the finest glass in the world. If we 


don’t have so many colors for plastic closures, that will 


not be so bad either—-we can always use glass closures. 
We did in the past.” 
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Mr. Ladislas Medgyes, designer for Helena Ruben- 
stein, said, ““When we first heard of the possible shortage 
of metals, we turned our plans to plastics. If we can’t 
get them we'll use something else.”’ 

At. Richard Hudnut, Ward Merner, manager of the 
creative department said, “Shortages of certain pack- 
ages are often a good thing. Many times we come out 
of a troublesome situation with better packages than we 
ever had before.” 

His company has been working out some interesting 
designs toward standardization of sizes and simpli- 
fication during the past two years. This has turned 
out to be an excellent hedge against what might happen 
here and is founded on the experiences of some of 
their foreign affiliates. For example, and in line with 


















7. Makers of novelty toiletries may contribute 
many ideas for substitutes. Karoff, Ltd., replaces 
metal cap on perfume bottle with paper foil-substi- 
tute tube, a metal hour-glass container with wood, a 
colored straw basket in place of plastic manicure 
box, a stock wood washer for specially turned wood 
base on palm-tree bottle, a cardboard drum in place 
of metal drum. 8. Primrose House has developed 
a beautiful line of new plastic containers. Might 
be hard to get later, but still available. 9 and 10. 
Shulton, Luxor and Rubenstein tale containers re- 
veal increasing use of fibre. Ll. Luxor glass re-use 


powder boxes show trend toward refill idea. 


what a number of firms have done, Hudnut adopted 
spiral wound fibre cans and fibre drums in place of 
metal cans for talc and bath powders sometime ago. 
Standard sizes are used for all scents, but a wide variety 
of effect has been achieved through the use of different 
designs and color schemes. Another interesting ex- 
ample of standardization is shown by illustrations of 


the Hudnut eau de cologne bottles. A specially de- 


signed custom mold has been adopted for a number of 
different scents, but variety is obtained by the use of 
different labels, different colored plastic closures. 
Thus, if new molds are difficult to obtain, the company 
can carry on with one of their own distinctive design. 
They use metal closures on some of these bottles, some 
(Continued on page 106) 


plastic. If metal is no 
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Digging in for a long siege 


Each month, as late as possible before press, Modern Packaging will bring together 


from government sources, makers of materials and equipment and package users, 


a digest of significant developments in the present emergency to give readers a quick 


perspective of current happenings and coordination of civilian and defense needs. 


— aececarage is dawning that civilian activity must 
QU pull in the belt for defense needs. Despite ex- 
pressions of reluctance and admissions of its drawbacks, 
the Priorities system is being extended to cover more 
territory. The government is digging in for a long siege. 
Donald M. Nelson, who doubles as Executive Director 
of SPAB and Director of the Priorities Division, OPM, 
said, “I don’t like controls and restraints any more than 
any of you like them. But [ think it ts all-important 
for us to realize that we are either going to accept a 
great many temporary controls now or live in a world 
where iron-tight controls are the order of the day.” 
\ppointment of SPAB (Supply, Priorities and Alloca- 
tions Board) was definite recognition of the essential 
unity of all production activity. Under it civilian and 
defense needs can be more intelligently coordinated. 
Merging of OPM and certain activities of OPACS pro- 
vides each one authority to develop official require- 
ments for both purposes. Early manifestation of im- 
provement came when “‘bottle-necked” applications 
for preference ratings were cleaned up within the first 
week of SPAB’s existence. 
pected to handle all applications or mail inquires within 


New procedure was ex- 


18 hours. Additional teeth were given preference rat- 
ings by a regulation making them all mandatory and 
legally enforceable. 

Harder than the task of the baseball umpire is 
SPAB’s job of making close decisions. Example: 
Tennessee Eastman Corp. at Kingsport, Tenn., was 
denied permission to extend its plastic plant on the 
ground that such extension would require large amounts 
of various critical materials, including stainless steel. 
Granting of Tennessee Eastman’s request would bring 
up hundreds of similar requests. On completion, the 
plant would have provided plastics, stated capable of 
replacing 8,000,000 pounds of aluminum, 18,000 pounds 
of chrome plated steel, 6,000,000 pounds of stainless 
steel and 34,000,000 pounds of zinc. 

Repair work in certain essential industries has been 
granted priority assistance. Included in the various 
industries to be benefited by the order are plants en- 
gaged in (1) producing chemicals by chemically proc- 
essing raw materials, (2) food processing, milling, re- 
fining, preserving, refrigerating, wholesaling or storing 
of food for human consumption or livestock feed, (3) 
research laboratory work, industrial and academic. 
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fforts to preserve existence of small business units 
are evidenced by the President's creating within OPM 
a “division of contract distribution” to aid in farming 
out contracts. Facing the fact that there are not 
enough materials to go around for both defense and less 
essential civilian needs, Donald Nelson denied state- 
ments that the OPM had listed 40 industries which 


were to be blanked out as non-essential. 
On the Agricultural Front 


The principle “economy of scarcity” has been com- 
pletely abandoned by the Department of Agriculture. 
Farm goal for 1942 is to be 115 per cent of the 1924 to 
1929 average. 

The Quartermaster General’s Office announces a gi- 
gantic purchasing program of canned fruits and vege- 
tables, also that in some instances difficulty is experi- 
enced in getting suppliers to bid direct to the Army. 


Paper and Pulp 


Klsewhere in this issue of Modern Packaging will be 
found an editorial review of the plan evolved by the 
Pulp, Paper, Printing and Publishing Branch of OPM. 
Though in some quarters, intimations are that shortages 
are “scare copy, reports from the canning industry tell 
of extreme difficulties in obtaining fibre containers. 
The U.S. Department of Commerce states that about 
one-half of the available producing capacity of solid 
fibreboard containers is being taken by Surplus Mar- 
keting Administration export requirements. | Even 
labels may be delayed by metal and paper shortages. 

The Packaging Institute, over signature of C. H. 
Lambelet, President, and at the request of Roy W. 
Peet, Chairman of the Institute’s Advisory Committee, 
has issued a request to manufacturers of drugs and 
pharmaceuticals, proprietary packaged chemicals, toilet 
preparations, cosmetics and soap to fill out a ques- 
tionnaire by means of which it is hoped to formulate 
plans for (1) conservation and reduction in the use of 
materials, (2) elimination of non-essentials in packaging. 

Findings of this study, it is expected, will be incor- 
porated in recommendations which will then be con- 
sidered by suppliers of the materials such as folding 
boxes, labels, outer wrappers,, package inserts, etc. 
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Committee for this purpose under the Chairmanship of 
\. G. Ballenger was appointed by the Folding Paper Box 
Assn. N. A. McKenna, OPM’s Pulp and Paper Chief, 
frankly regards this as a test case of an important 
method. If successful, it will be extended to other fields. 

Practical suggestions: Cut out excess wrappings. 
Reduce sizes of cartons unnecessarily large. Use thinner 
board. Pack greater number of units in containers. 
Use pasted flaps in place of tucks. Put these measures 
into practice at earliest’ possible moment and do it 
voluntarily without waiting for Priority controls to 
invade a field thus far free of them. 


**Shortages Beget Shortages”’ 


Because cotton linters, necessary in) manufacturing 
smokeless powder, plastics, cellulose acetate, etc., have 
been definitely placed under Priority, rumors promptly 
began floating around that various forms of  trans- 
parent sheeting were to be restricted in manufacture. 
lp to the date of going to press, no such action has been 
taken, although the situation changes from day to day 
and it is impossible to make predictions. Suppliers of 
the material are apparently in the same boat with all 
other material suppliers. 

Grip of Priorities control of chemicals was extended 
by placing under full mandatory control certain im- 
portant chemicals, many of which are essential in plas- 
tic manufacture and in lacquer and varnish industries. 
Notable among these were formaldehyde and synthetic 
resin derivatives. The order was the first preference 
rating specifically prohibiting the use of scrap materials 
in a list of normal though non-essential items. 

OPM’s order placing manila fibre and manila cordage 
under full Priority control sets up three classes. The 
third class, Class C, which must contain no more than 
50 per cent manila fibre may be sold without restriction 
and will, therefore, be available for civilian uses because 
it will not interfere with conservation. 


Substitutions—Conservation 


General recipe from OPM’s Conservation Bureau can 
be briefed thus: “‘Make a complete list of all the mate- 
rials you require. Compare item by item with the list 
of materials on Priority. Where they duplicate, use all 
your ingenuity to select something which will do in 
place of it for the time being.” 

Reclamation and conservation plans are gaining 
momentum, Waste paper drives launched in various 
cities use newspaper and radio advertising extensively. 
In some degree these are patterned after successful plans 
in England previously reported in Modern Packaging. 
Leon Henderson, Priorities Administrator, pointed out 
“Unless the supply of waste paper is increased, the 


probable shortage should make a staple price struc- 
ture for paperboard more difficult to maintain.” 
‘A couple of weeks ago,” said Business Week, “the 








Schenley people . .. proposed re-use of liquor bottles 
and fibreboard shipping containers. This proposal 
struck the bottle manufacturers as a ‘swell idea’ for 
shipping containers; the shipping container people liked 
the re-used bottle suggestion, but couldn’t justify re- 
use of fibreboard containers.” 

Interesting conservation product is Keystone’s Drum 
made with “steel head, spun integrally on to a lami- 
nated fibre shell, assuring liquid tight chimes.” Claimed 
to be suitable for shipping petrolatum, pitch, asphalt, 
resin, roxin, waxes, flaked caustic soda, dry chemicals, 
greases of all types. Made in 10- to 60-gallon capacity. 

New synthetic rubber plant with a capacity of 10,000 
tons per year is being erected by the U.S. Rubber Co. 
at Naugatuck, Conn., to be in operation within a year. 

Conservation on a wholesale scale is being practiced 
by Western Electric Co. in the manufacture of tele-*% 
phone supplies. Example: Outside plant hardware is 
being coated with lead instead of putting the product 
through the galvanizing process, to save zinc. Lead 
foil is being used in place of aluminum for condensers. 

OPM, referring to Priorities rating granted to manu- 
facturers of steel shipping containers for September and 
October, announced that this rating makes steel avail- 
able for the manufacture of containers for all indus- 
tries normally using such materials. OPM specifically 
mentions food processors, paint and varnish makers. 

Transportation Commissioner Ralph Budd an- 
nounces a 34.7 per cent increase in movement of iron 
ore for August over corresponding period for 1940. 

Department of Commerce bulletin indicates that 
shortages showing up in current packing season of can- 
ned goods will probably be magnified by the time 
another season starts and emphasizes the necessity of 
planning ahead for 1942. 


‘‘Hard Muscles to Replace Soft Fat” 


With more and more Priorities becoming mandatory, 
all industry sees that the immediate present and future 
promises a lengthy period of conservation measures. 
OPACS has become OPA. Price control legislation, 
according to Leo M. Cherne, Director of Research In- 
stitute of America, Inc., is on the calendar within the 
next few months, but price schedules have already been 
issued on many commodities. 

Bernard M. Baruch told the House Banking and Cur- 
rency Committee price control should be tied up with 
other war controls, including wages, rents, Priorities, 
conservation, as insurance against post-war confusion. 

Preparation for return to normal runs as a strong 
under-current in much government thinking and in 
planning of business. Examples culled from recent ad- 
vertising and promotion (1) request customer accept- 
ance of temporarily lowered standards in quality and 
service, (2) promise maintenance of research activity 
for benefits after the emergency and (3) express firm 
conviction: “There never will be an emergency too 
tough for American people and industry to conquer.” 


OCTOBER *¢ 1941 

















CLIPPER 


se 
Wh 
IPPER 


* CLIPPER 


° 
aoe 
of 
—- 


RN CiGaRErre 









Non-hulge Pack 


This flat cardboard vacuum pack for cigarettes fits 








neatly into the palm of the hand and won’t bulge pock- 
ets. With men in uniforms again, it is important to 
them to have a pack that becomes self-effacing in jacket 


or trouser pocket. The cardboard prevents the ciga- 















































rettes being easily crushed and, since the package need 
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not be torn open but may be neatly and completely 
closed, particles of tobacco won’t clutter up pockets, 
handbags or handkerchiefs. 

Kach carton of Clipper cigarettes is provided with a 
case of cellulose acetate sheeting with a colored top 
which fits over the pack like a glove. It further as- 
sures protection and retention of flavor and fragrance 
and provides, if the dealer wishes, a dividend or a pre- 
mium for special customers. The pack itself is printed 
in color with a picture of the Clipper flying ships that 
inspired the name. 

A cleverly designed combination carton and counter 
display was an important sales point. Slotted at the 
back, it permits the affixing of stamps without opening. 


Credit: Cellulose acetate sheeting by Celluloid Corp. 


IS FORTIES 


Another member of the packaging field has joined the 





good-will advertising campaign to promote the sale of 
defense bonds and stamps. Dairy Sealed, Inc., dis- 
tributors for The Borden Co. of milk sold in stores in 
fibre containers, substituted the appeal to purchase 
defense bonds for one of the two identical panels they 
formerly used for product and brand identification. 
Heretofore, the container had two duplicate panels on 
the front and back and two other identical panels on 
the sides. Eliminating certain printed matter on the 
container in order to carry the patriotic message on one 
of these panels was, therefore, simple. A fibre con- 
tainer such as the one illustrated is immediately adapt- 
able with a minimum of expense to-the packager to 
carrying such information. 

During a period of emergency in any nation’s history, 
business and industrial people have joined in good-will 
national advertising. American business men have 
observed British good-will advertising methods and 
many have been alert to adopt a number of them. 


Credit: Container by American Can Co. 
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Shaker Set 


Ordinarily table condiments have to be removed from 
their original containers and placed in those suitable 
for table use. But the Euclid Coffee Co. puts up its 
salt and pepper in brightly painted glass shakers that 
are acceptable in any informal table setting. For 
kitchen use, housewives who still cook with a last minute 
“dash” of seasoning will find the ridged surface af- 
fords an easy grip for slippery fingers. The brand and 
product identification is on the black and silver bands 
around the necks of the shakers. 

A molded plastic cap screws on and off easily in all 
kinds of weather since the material does not corrode, a 
fact important in a re-use container planned for house- 
hold usage. Some caps have a tendency to rust 
and in damp weather the cap on the salt shaker becomes 
difficult to remove. The wide bases prevent the 
shakers from toppling over and spilling the contents. 

Shown together as a set, the shakers catch the eye 
even on a crowded grocery shelf. 

Credit: Glass container by Hazel-Atlas Glass Co. Cap 


by Wheeling Stamping Co. 
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Seap Samplers 


These samplers of ‘‘Nopco 99” soap have cut the cost 
of samples down to under five cents each and may be 
enclosed with a letter at no increase in postage. The 
product itself is an extremely fine soap powder which 
lends itself readily to uniformity of display, but since it 
contains less than one per cent moisture, a moisture- 
proof container was desirable. Therefore, the trans- 
parent sheeting used is moisture safe. The company 
finds that the packet has other advantages which rec- 
ommend this type of sample for a variety of products: 
The expenses of a sample room and of shipping con- 
tainer costs are eliminated. Salesmen are able to carry 
a large quantity with no inconvenience and they can 
distribute easily the small bags among their customers. 
The product is shown advantageously and at the same 
time the customer gets a very accurate idea of the prod- 
uct itself. Because the presentation is novel for that 
particular line of merchandise, it attracts attention. 
The package can withstand rough handling. 

Credit: Design by Lewis M. Carter. Transparent 


sheeting by The Goodyear Tire and Rubber Co. 
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Mass Production Time 


Modern beauty and eye appeal of packaging keep pace 


with modern design of Ingersoll-Waterbury Watches 


Robert H. Ingersoll’s dollar watch (left) was one of the wonders of the World’s Columbian 
Exposition in Chicago in 1893. At right is the modern version of the famous “Buck 
watch”’ in its present package, a smart box designed with an eye to economy. 


n his room in a Brooklyn boarding house, Robert H. 

Ingersoll listened to a small wall clock tick away 
the minutes and the hours. That was back in the 
eighties—at the beginning of an era when men learned 
there was profit in products made in large quantities 
that could be sold at prices which millions could afford. 

As he watched the small clock, he reasoned, “Why 
not make a small clock—a dollar watch—that a man 
can carry in his pocket.” Up to that time watches 
were expensive; not everyone could afford one. He 
would make one that any one could buy. 

In 1892, Ingersoll’s “watch that made the dollar 
famous” was on the market—one of the wonders of a 
dawning mass-production era exhibited at the World's 
Columbian Exposition in Chicago in 1893. Above, is a 
picture of the big dollar ticker—a good three inches in 
diameter and an inch thick. 

For years, the company never thought about packag- 
ing other than to pack the watches for shipment to the 
dealer in good condition. The novelty of this time- 
piece for a dollar was enough to make sales grow and all 
attention was given at first to improving the product 
reducing the loudness of the tick and size of the watch. 

As competitors appeared on the horizon Ingersoll be- 
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gan making models other than the famous “Buck watch” 
in the low-priced range. As early as 1903, they intro- 
duced a midget handbag watch for women. During 
World War No. 1, the Ingersoll-Waterbury Co. was 
first to introduce the wrist watch in America. 

The idea of packaging really came in through the back 
door along about 1911. At that time, certain licens- 
ing of their products was required. These license num- 
bers had to appear with the product. The company de- 
cided to put these data on the package and thus began 
their first use of boxes for brand and product identifica- 
tion. As time went on, the company became con- 
scious of the value of this brand identification from a 
sales and merchandising standpoint. Greater atten- 
tion was given to design. On the next page ts an example 
of one of these early boxes used about 1917, showing the 
trend toward display and informative packaging. 

During the twenties and thirties came another de- 
velopment. The company introduced many stylized 
Ingersolls—-models for women, for children, for sports, 
for travel, selling up to five dollars. They began mak- 
ing other watches in a slightly higher-price range to 
ten dollars, which they called Keltons. 


On the counters of jewelers, department and chain 
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stores, these new models needed display and identifica- 
tion in keeping with the famous name of the Ingersoll- 
Waterbury Co. They needed counter appeal, which 
would encourage the dealer to put them in a prominent 
position and would make customers take notice. 

The illustrations show the modern packages which are 
helping to sel! Ingersoll-Waterbury watches in today’s 
markets. The trim modern “Buck watch” is shown in 
its simple, well-designed box. This item the company 
claims is a fairly accurate barometer of the buying 
power of the American dollar. Today it sells for about 
$1.35. As production costs and prices of materials 
increase or decrease, the price must be changed ac- 








cordingly. 


Packaging costs, naturally, are held to a 
minimum on this big volume seller. 

For the other watches, quite another type of pack- 
aging is required. The company has sold millions of the 
Mickey Mouse Ingersoll wrist watch in a platform base 
with printed transparent hood. Costs are kept down 
by use of a transparent sheeting that is not as heavy a 
gauge as might be used on a package for a higher priced 
item, but which serves the purpose for sufficient protec- 
tion and show-box display. The woman’s Kelton 
wrist watch and the Ingersoll Warrior are housed in 
transparent boxes of similar construction. The color 
scheme of the Warrior, however, follows the patriotic 
and military vogue of red, white and blue and khaki. 
It is designed for service men. The woman’s folding 
travel watch and the man’s square watch have been 
put into specially designed show boxes of another 
design. The plaid paper-covered box is an appropriate 
selection for the sportsman’s wrist watch. 

All of these packages accomplish the trade identifica- 
tion and eye appeal which are an essential in today’s 
modern competitive markets. Notable are various 
packaging tie-ups with popular and timely subjects 
such as the Mickey Mouse and Clipper models. 






Credit: Boxes by The Waterbury Paper Box Co. 


Left. One of the early display boxes used for Ingersoll watches 
in 1917. Below. Example of today’s array of show boxes 
which give counter and consumer appeal for the 1941 models. 








SAVE YOUR 
EMPTY GASES 


and serve your country's cause ! 





We urgently need the return of every case 
that has held our goods. Only by collecting 
old cases in good condition, so that they 
can be used again, can we continue to 
deliver your share of our products. 


IF YOU'LL DO THE SAVING-—OUR MAN WILL SEE 
TO THE COLLECTING — and pay you for the cases on the spot! 


OUR THANKS to those 
who are already opening carefully and 
returning used cases. Carry on, please! 


The right way t Pee | 


ooaen Boxes 
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<@@ PIN UP THIS LEAFLET 
WHERE YOUR STAFF CAN SEE IT! 


If you have not had this illustrated 
leaflet, ask one of our travellers for a 


nek copy. It shows how to open cases with- 
5 see out damaging them; put it up where 
et St your staff can see it! 








This announcement 


is issued by Lever Brothers, Port Sunlight, Ltd., 
R. S. Hudson Ltd., Crosfield, Watson & Gossage Ltd. T. H. Harris & Sons Ltd, 


















John Knight Ltd., Ogston & Tennant Ltd., and Christr. Thomas & Bros. Ltd. 





To the 
smoking public 


YOU have been asked to accept, and you 
have loyally accepted, reductions in your 
consumption of many commodities formerly 
regarded as necessities of life. Examples of 
these are meat, butter, sugar, cheese, and now 
clothing. 

You have not been asked, and are not now 
asked, to reduce your pre-war consumption of 
cigarettes. On the contrary, more tobacco is 
being released from bond, and consequently 
more cigarettes are being manufactured and 
sent out to-day than at any previous time. 











And yet there is a shortage in the shops. 

The reason for this is that the public in the 
aggregate are buying more cigarettes than 
before the war. 

As the factories are working to their maxi- 
mum capacity there is only one practical remedy, 
and the public are asked to co-operate in 
applying it. Let everyone for a time, say for 
the next two months, do his or her part by a 
small daily curtailment of consumption 

For example: If you have been smoking 10 
cigarettes a day try to make do with 8—If you 
have smoked 20, try to make do with 16; and 
above all trust each other and do not hoard. 

It may reasonably be expected that in this 
way stocks in the shops will have a chance of 
replenishment, and that in the course of a few 
weeks it will be found that the position is very 
greatly improved. 

Itis well worth trying and it ought to be tried. 
BUT IT ALL DEPENDS ON YOU. 












































This appeal is issued by the Manufacturers whose names 
are given below, and is endorsed by the Board of Trade 






W.D. &H.0. WILLS) Branches 
JOHN PLAYER & SONS] 7. 1°,.,:,1 


CARRERAS, LTD. 
GALLAHER, LTD. 











GODFREY PHILLIPS, LTD. | W.A. & A.C. Tekses 

J. WIX & SONS, LTD. CHURCHMAN | Company (of 

ARDATH TOBACCO OGDEN ipo 
COMPANY, LTD. | LAMBERT & BUTLER) * "4 





Britain Orders Drastie Standardization 


by DENYS VAL BAKER* 


his month | have news of the most significant’ pack- 
aging development in this country since war broke 
out. The British Ministry of Supply have issued an 
order for a drastic simplification and standardisation 
of packaging materials of all kinds and every trade 
producing packaged goods is to have its own standardi- 


sation committee, consisting of representatives — of 


manufacturers, retailers and packaging material sup- 
pliers, coordinated by the British Standards Institution. 

General aims of the new standardisation committees 
will be to eliminate altogether the smallest containers 
into the manufacture of which must go a disproportion- 
ately large quota of material and labour and to stand- 
ardise a range of packages for each product which will 
bear a real relation to consumer usage. Two of the 
first questions will be: In how many sizes do you pack 


* Managing Editor, Shelf Appeal. 
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your products? How many of these may be discarded 
as dispensable? Attention will-also be given to ways of 
economising on the construction of containers. Flaps 
and corners can be reduced, materials of thinner sub- 
stance can be used and so on. (One welcome result of 
this will be the disappearance of the false-bottom pack 
and packs with padded corners and other deceptions.) 

Committees have already got down to work in a 
number of trades, including pharmaceutical and toiletry 
products, cosmetics, polishes, holloware, cocoa, coffee, 
canned vegetables, disinfectants and paints. The 
pharmaceutical trade has been taken first because it is 
one of the most complex from the packaging point of 
view. There are, of course, many opportunities for 
saving on packaging in the pharmaceutical and toiletry 
trade. Many products are at present made up in 
two-, four-, eight-, twelve- and sixteen-ounce sizes; the 






: 








committee will probably suggest that these sizes be 
reduced to two-—say, half-pound and pound sizes. 

The implications of this cooperative action by manu- 
facturers and packaging firms are very considerable. 
There is no doubt that their discussions are not being 
limited to the question of wartime expediencies. They 
will also discuss post-war problems—-whether there is 
to be a return to extravagant diversification in. si 





and shapes of container, resulting in short runs and 
higher costs, or whether some of the benefits of simpli- 
fication will be retained. Many of the economies en- 
forced by the war cannot be retained, of course (i.e., 
prohibition of small packages would be a denial to the 
But there need 
be no return, as Shelf Appeal points out, to the “point- 


consumer of a legitimate convenience). 


less insistence on slight variations in size and construc- 
tion which in most cases are only explained by the acci- 
dent that these variations were embodied in the original 
container chosen by the founder of the firm.” Con- 
structional variations which make the containers more 
efficient and convenient in use must not be discouraged, 
but packaging craftmanship will gain immensely if 
manufacturers are encouraged to rely on surface design 
to differentiate their package from those of competitors. 

Supplies of various packaging materials continue to 
become shorter and shorter. In the paper and board 
field, the position is becoming so serious that H. G. 
Judd, Salvage Controller, is threatening that “daily 
papers and magazines may go out of circulation” unless 
there is a vast improvement in the present system of 
wastepaper collections on which the bulk of the British 
paper and board-making industries now depend for 
their raw materials. Alarmed at the position, the 
Paper Makers Association, the British Stationery Coun- 
cil, the Association of Corrugated Paper Makers, the 
Export Group of Paper Converters, the Advertising 
Association and other paper and board organisations 
have submitted a special memorandum to the Ministry 
of Supply. In order to manufacture the minimum of 
600,000 tons of board required for essential industrial 
purposes, 7,000,000 tons of waste are required. This 
means that local collections, from households and busi- 
ness premises, must be increased from 24,000 tons a 
month to 50,000 tons a month. 

The position with board is that its production is re- 
stricted by the shortage of raw material. The import 


1. Seriousness of material shortages in England is shown in this 
“save your container’’ campaign conducted by a group of manu- 
facturers. 2. One of the most unusual advertising campaigns 
ever launched—asking Britains NOT to smoke so many ciga- 
rettes. 3. Coty, Ltd. in England dispenses with slip-over lid 


on familiar powder box, replaces with a half-lid, leaves a small 


circle of transparent paper which customer pierces to get powder. 








of wood pulp has been cut down to a minimum and even 
of the minimum the mills are not allowed to use very 
much, as it is considered that for most purposes board 
made from wastepaper should be used. 

Supplies of tin are rigidly controlled, but the new 
Standards Schedule, with its expected saving of 40,000 
tons of tin a year, comes as a great boon. The other 
main source of saving—waste collection—shows a very 

Not nearly 
enough tins are being collected. The fault lies with 
local authorities and also partly with the tin box firms, 


disappointing position at the moment. 


who have not made the public fully conscious of the 
need for saving every possible scrap of tin (as have the 
paper firms, with their extensive advertising in trade 
and consumer papers). The second difficulty is a 
technical one. Before waste tin can be used again it has 
to be detinned and the facilities for detinning in this 
country are surprisingly limited. 

In the normal course of events plastics would be re- 
placing more and more of the other packaging materials 
which have become in short supply. Unfortunately, 
plastics are now being required in such large quantities 
for war production that the amount available for pack- 
aging purposes is being strictly limited to essential 
In the plastics trade, itself, there is further indi- 
cation of growing cooperation and communal actions. 
The British Plastics Federation has set up a Post-War 
Planning Committee to discuss such questions as: 


goods. 


Will various controls of raw materials be continued for 
a long period after the war) Will price controls be 
continued to avoid inflation and consequent deflation 
later? How are manufacturers to deal with employees 
who have been engaged temporarily during the war? 
What will the Government's attitude be to the importa- 
tion of foreign mouldings and plant after the war? The 
Council will also work out means of dealing (after the 
war) with surplus plastics manufacturing plants, Gov- 
ernment-subsidised plants and new entrants to the 


(Continued on page 112) 


plastics industry. 
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FLUORESCENT WATER COLORS 
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[ Complete sets of 18 Kodak fluorescent water colors in 1-0z 

jars or !/s-oz. tubes are packed in attractive flat wooden 
cases. Full instructions for the guidance of the artist are printed 
on the inside cover. The case is well constructed for long usage 
by professional workers and has a metal snap-lock to hold the top 
firmly shut to make it easy for carrying 


») A toilet water for men with plenty of he-man appeal is 
@ L’Orlé’s ‘‘Buckskin.”” A stock bottle with a clear crystal 
ball stopper has a chamois cloth label with product and brand 
identification and the head of a frontiersman in a coon-skin cap. 
The bottle rests on a base over which a paper board drum, printed 
to simulate birch bark, fits to form a package. Bottle by Carr- 
Lowrey Glass Co. Drum by Clogston-Haskell Co. Labels by 
Feldman Printing Co 


e) The three-quart carry-home container for The Distillata Co.’s 
3 soft drinks replaces a bulky and too heavy six-quart bottle 
carrier. The container is made of green corrugated board 
printed in yellow to give a two-color effect. The label on each 
bottle is visible through the side of the carrier so that the con- 
tents may be determined at a glance. Carrier by The Ohio Box- 
board Co 


Eisenberg & Sons, Inc., introduce their perfume stick in 
bright red, green and blue to match their three types of per- 
fumes. The stick is encased in clear fluted plastic, topped with 
an identifying seal of opaque plastic with a full-skirted lady 
molded in relief. Because the stick is light-and small it provides 
an easy way tocarry perfume in a handbag. Container by Mon- 
santo Chemical Co., Plastics Div. 


These all-purpose glass containers are used by the Boston 
¢ Molasses Co. For the housewife who likes to purchase 
molasses in large quantities, the '/»-gal. and 1-gal. containers 
make extremely practical re-usable glass pails. For table service, 
the housewife may select from several different styles in smaller 
bottles, jugs and decanters. The wide-mouthed jar may be con- 
verted into a pitcher by replacing the screw cap with a dripless 


(Page 52) 
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server cover. An imprinted label of yellow, blue and black 
stands out against the dark background of the product. Con- 


tainers and caps by Hazel-Atlas Glass Co 


@ A conventionalized design of a trawler, waves and compass 
iN is repeated on the printed cellophane wrap of the Paragon 
Packing Co.’s frosted fillets of sole. Four separately wrapped 
fillets are packed to a 5-lb. box. Fresh frozen foods thus pack- 
aged remain in good condition after long shipments. Cellophane 
wraps by Sylvania Industrial Corp. 


Natural calfskin, saddle stitched in white linen thread, 
( makes tops and coasters for Fabergé’s cologne for men 
The same cologne for the young co-ed has a similar streamlined 
glass flacon but is topped with a natural walnut closure. Leather 
tops and coasters by The French Mfg. Co. Bottles by Swindell 
Bros., Inc 


This manicure set of The Henkel Co. is housed in a cylinder 
X shape all-wood case. For easy handling there is an exten- 
sion along the front edge. The case comes in ivory with a blue 
base and blue moire lining or in red with ivory base and eggshell 
moire lining. The cylinder is 7 in. by 3!» in. in diameter and 4 


in. in height. Wooden box by The R. F. McCrillis Co. 


Pedro Domecq sherry retained its same stock bottle but 
q used a new label. The latter is lithographed in buff with 
lettering and old musical notes in black. The word, sherry, is in 
vermillion with the Domecq coat-of-arms and the panel at the 
bottom in gold. The capsule repeats the coloring of the label 
This lithographed label with its use of gold simulates foil very 
effectively. Design by Thomas D’Addario. Bottle by Owens- 
Illinois Glass Co. Labels by Consolidated Lithographing Corp. 


[ The color photograph band around the top of Van Camp’s 
() pork and bean cans gives the impression of being able to 
look into the can, an important feature in self-service stores and 
The lettering is a modernization of the familiar 
Cans by American Can Co. Labels by 
Schmidt Lithograph Co. and Stecher-Traung-Lithograph Corp 


mass display 
Van Camp logotype 
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The family of boxes and cases especially styled for the line of men’s jewelry. 





Clear, strong colors 


and the effective use of metal and cloth all help to create an impression of quality and good taste 


Monk’s cloth and ZH 


ess expensive jewelry for men and women has in- 
4 creased enormously in popularity within the last 
few years. The establishment of many retail mer- 
chants and the handling of jewelry by department 
stores have made it possible for thousands of people to 
own cuff links, bracelets, rings and brooches who 
probably would never have owned them before. In- 
creased demand for more and different types of articles 
made mass production essential. Machine methods in 
manufacture were substituted where possible for slower 
hand processes. And along with increasing public in- 
terest came a demand for new types of boxes in which 
to house the different pieces and boxes which would 
effectively enrich the appearance of a set of jewelry 
items. Gone were the days of the Gay Nineties when 
a lush velvet box with a white satin lining was as 
traditional an accompaniment to jewelry as chaperons 
for young girls at a dance. 
Jacques Kreisler Mfg. Corp., one of the larger manu- 
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facturers of jewelry for the retail jewelry trade, im- 
mediately began to work out new designs and with dif- 
ferent kinds of materials in order to create attractive 
housings for their line of both men’s and women’s 
ornaments. The company, for example, found that a 
customer would turn away from a pin in a plain card- 
board box to that same pin in an attractive box and 
go off with it happily, feeling that the pin against the 
richer appearing background was the better one. 

Kreisler makes two distinct lines of jewelry—one for 
men and one for women —and these in turn are divided 
into the more expensive and the less expensive. With 
these divisions in mind, the thought that all housing 
for their products should carry a central theme and 
that the boxes should be adaptable as counter or 
window display, their own designer went to work. 

He knew that back of the styling of the jewelry itself, 
particularly that for men, was the idea of what the 
company refers to as a “tailored” product. In other 











words, jewelry for men must be clean-cut with the 
emphasis on line rather than on fussy decorative details. 
Therefore, boxes designed for it had to be in complete 
harmony with the product. 

For the more expensive items, he selected a metal 
case with a hinged top and had it covered with monk’s 
cloth, a relatively inexpensive cotton material, but one 
which, without dyeing, has good natural color and ex- 
cellent texture. Across the lid runs a copper band with 
the corporation’s distinguishing mark of an Apollo head 
in relief and the trade slogan, “Styled by Jacques 
Kreisler.”’ 
decorates the bands. The case is lined with cardboard, 


A series of wine-colored enamel-like lines 


covered with rayon satin and velvet which repeat the 
color of the stripes on the outside copper band. 
Articles are fastened inside the case by small silk 
elastic bands. All the securing of various items in their 
boxes must be done entirely by hand and the company 
employs workers who do nothing but arrange the sets 
of jewelry in assortments which have proved to be most 
popular or on which a particular promotion plan is 
being carried out. The outside set-up box which ac- 
companies these cases is designed as a companion 
piece. The cover is in a copper-colored paperboard 
with the bottom in wine to carry out the color scheme. 
The less expensive jewelry items for men are housed 
in cardboard boxes with paper overwraps simulating the 
monk’s cloth and the copper bands of the more expen- 





sive kinds. Both retailers and their masculine cus- 
tomers responded to the simplicity and “tailored” 
quality of the new boxes with gratifying sales results. 
With the housing of women’s jewelry, the Kreisler 
corporation felt that a similar treatment might be at- 
tempted. But here man’s logic went astray among the 
intricacies of feminine psychology. The clientele of 
the jewelry shops supplied with their articles did not 
care for the rather severe lines of the boxes. They 
wanted something lighter in color, something with dis- 
tinctive feminine touches. Consequently, earrings, 
bracelets, necklaces and other such accessories are 
fastened to orchid-colored rayon velvet pads trimmed 
with white lace, covered over with rigid transparent 
The outer cardboard box, also in 
orchid, has an inside border of lace pictured on the 


acetate sheeting. 


top with a classic woman’s head and the company’s 
slogan. These boxes evidently met with feminine 
approval, for an increase in sales was reported shortly 
after these jewelry boxes were on the market. 

With each box is a copper and red card describing 
the quality of the merchandise along with the com- 
pany’s guarantee. The reverse side may be used for a 
gift message by the purchaser. 


Credit: Design by J. Fraley Bermond. Metal-cloth cases by 
Arrow Mfg. Co., Ine. Set-up bores by Schoup-Owens, Inc., and 
Douglas Young, Inc. Rigid acetate sheeting by Monsanto Chemical 
Co., Plastics Division, and Celluloid Corp. 


Here lace and transparent covers soften and enhance the background of jewelry intended for the feminine wearer. 
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Graph of weekly supplier check-ups. When quality falls, containers fail under fewer 


drops. As line descends into danger area, packager is warned to check supplier. * 


Packs testing is by no means painful for packagers. 
Yet most avoid a visit to the package testing lab- 
oratories as they would a trip to the dentist to have 
some recalcitrant molar removed. True, manufacturer 
‘A”’ will tell you that testing saves him countless dollars 
Manufacturer 
“B” will tell of the time saved and the important facts 


and expensive headaches each year. 


discovered through the services of a package testing 
laboratory. But “X,” “Y" and “Z” and all those in 
between can’t see laying out good American dollars for 
research. They need reasons. 

Knowing when to test packages is primarily deter- 
mined by what you're testing for. And there are a 
great many reasons for testing. Today’s Priorities 
situation is creating ever new problems for packagers. 
Each problem has its own tests to discover intelligent 
guides to corrective action. Normal shifts in public 
tastes, in merchandising techniques, in shipping prac- 
tices bring a constant stream of problems to the package 
testing laboratory. From the kaleidoscope of ques- 
tions and the array of equipment through which they 
may be answered, a basic pattern of reasons for testing 
begins to show through. 

Here are five basic reasons for testing together with 


* Material for this article based on data supplied by Container Testing 
Laboratories. 
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examples of each type of test and method of procedure: 


1. Check-up on Regular Suppliers 

A check of this type does not imply any lack of confi- 
dence in the supplier. It is common sense on the part 
of the buyer who must make certain demands of his 
container to know that his purchases are consistently 
up to standard. 

That the packages may fall from the required degree 
of strength, moisture-resistance or other standards 
which they must meet need not be due to purposeful 
cheapening by the supplier. And deterioration must 
be determined in advance of use —which can only be ac- 
complished through laboratory testing—to cancel pos- 
sible irreparable damage before it happens. Drops in 
quality are usually not precipitous. In fact, they are 
often so slight that only through laboratory techniques 
can they be noticed at all. Waiting for kicks by the 
carrier or consumer is the most expensive and least cer- 
tain way to discover packaging faults. 

This type of testing is handled as follows: The manu- 
facturer sends samples of containers from his various 
suppliers to the laboratory for the establishment of a 
control, a point of reference. One prominent food 
manufacturer sends five samples of shipping containers 
from each of three suppliers each week for periodic 











check-up. The graphs of tested containers, shown in 
this article, enable him to keep continuous check on all 
three suppliers, a service which they appreciate, too. 
For only through these tests are they able to determine, 
for instance, that equipment upon which they have 
been depending is wearing out in important places, as 
well as other pertinent facts about their own work. 
The graphs show how the tests were able to detect 
a worn scoring wheel on a supplier’s machine before the 
If nature had 
been allowed to take its course, the packager would have 


manufacturer had any warning of it. 


suffered untold losses in shipments and customer com- 
plaints before discovering this weak point in his supply 
line. As it was, the faulty part was caught in time and 
corrected before any real damage was done. 

This type of testing is rather preventive than cura- 
tive and plays the same part in packaging that preven- 
It is a fore- 
sighted person that can be made to spend money against 


tive medicine plays in epidemic control. 


an emergency that has not happened. But the fruits of 
such progressiveness are infinitely to be preferred to the 
sour grapes of hindsight. Many an important packager 
is adopting this forehanded testing and eliminating much 
trouble and expense from his packaging picture. It 
is a procedure which packagers can profitably emulate. 

The particular techniques employed in the food 
manufacturer’s tests are dropping and compression. 


1. Contraption simulating consumer pressure on bottle carrier. 
Entire device placed on scale which registers 65 lbs., background. 
More weight is used in actual test. 2. Lift of 55 lbs. applied. 
Dial shows drop of this amount in weight. 3. Container 


failed at 65 Ibs., scale goes back to original weight registered. 
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The drum test graphs are shown in this article. Stand- 
ard number of drops, determined in advance, which 
each package must be able to undergo without failure 
or damage to contents are 50 in this case. The manu- 
facturer’s standard runs roughly between 80 and 100. 
Within that range, fluctuations are not dangerous. 
But experience has shown that under 80 lies danger. 
And so, when the drop tests indicated that this danger 
point had been reached, that was the time to call it to 




















CARTONS TESTED 
] 2 3 


ST ape acreage 


NUMBER OF DROPS 


16 PT. LINER 


a 


STANDARD 


‘ae aS a Se | a ee | a a 


SLNIWIYINDIY WAWINIW 


Above. Device simulates movements of railroad freight car 
Two cams alternately activate a platform suspended by chains, 
giving pitching, rolling movement to test shipping containers 
Below. Graph of test to prove that a lighter, cheaper con 


tainer would meet common carrier specifications of drop 


resistance—9 pt. liner would be acceptable, although weaker 
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the supplier's attention in order that he might correct 
the situation immediately. 
2. Standard Check-up before Changing 

\ standard check-up is useful when a packager is plan- 
ning changes in the quality of material in his package 
or is planning changing the type of material or package. 
Controls to which any proposed package must conform 
are established. There are standard tests to determine 
whether the proposed changeover meets the necessary 
strength, moisture resistance and other qualities that 
the package must have in order to protect the product 
efficiently. These tests have been described in past 
issues of this magazine (see October 1910, pp. 35 41) 
and are standard at all good laboratories. They con- 
sist of waterproofness, tensile strength, scuff-resistance, 
dropping and similar mechanical tests. Occasionally, a 
difficult’ problem will present itself in’ this category. 
Then the resourcefulness of the laboratory must show 
itself in devising new types of equipment to make 
unusual tests. For example, in testing bottle carriers 
for a beverage company, a set-up had to be devised 
that would reconstruct accurately the stresses put on 
the carrier by a consumer. The contrivance pictured 
was created by Container Testing Laboratories to 
demonstrate the lift resistance of these carriers under a 
variety of actual use conditions. The carrier was set 
on a seale and weights placed on a platform resting 
atop the bottles. The weights were much heavier than 
anything the carrier would normally be required to 
hold. They totaled about 125 Ibs. 


then picked up the carrier from the scale. The board 


A lifting mechanism 


container would not actually lift) the 125 Ibs.. but it 
would rise to a certain degree before failure. This lift 
potential was recorded by the decreased weight regis- 
tered on the scale. Usually, it would go down to 
60 or 50 Ibs. before tearing. [It was thus possible to 
ascribe a dry lift strength of 65 or 75 Ibs. to the carrier. 
It was also tested when wet. 

Another clever solution to a difficult’ problem = in- 
volved the reconstruction of the movements of a freight 
car en route. This was done to find out the strength 
of a shipping container under conditions of total use. 


3. Testing Sample Packages 


The testing of samples of proposed packages made up 
by one supplier in comparison with those made by 
another and, similarly, the testing of package construc- 
tion designs submitted by one designer, as opposed to 
the creations of another, are of the utmost importance. 

An important textile packager utilizes this service 
each year as he selects his new packages for the forth- 
coming season. After paper designs are translated 
into board constructions —usually handmade—they are 


If they look good. 


hold the merchandise satisfactorily, the manufacturer is 


tested for their packing possibilities. 


asked for actual machine-made dummies. It would 
be useless to ask the laboratory to test handmade pack- 


ages if the final selections were (Continued on page 62 














Te high-speed transportation by rail, 
road and water 1s a far cry from the primitive 
origins of directed motion. And Burt’s modern 
automatic machinery — built by us to our own 
rigid specifications —is just as far from the old 
handicraft days of package-making. 


We offer set-up boxes, folding cartons, trans- 
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parent boxes and display cartons manufactured 
at high speeds, automatically, in as large quan- 
tities as are needed by today’s mass market pack- 
agers. Continued development to mect new 
needs and continued economy of production are 
basic reasons, we feel, for our steady pacemaking 


in the packaging field. 
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Open up the pages of the Saturday Evening Post, 
Collier’s, the Ladies’ Home Journal, McCall’s or 
the American Weekly! There, spread before you, 
appears the cream of the food crop... the fast-sell- 


ing fruits and vegetables in Duraglas containers. 


GLASS COMPANY 


Jos Band Wagon 


As the Great National Magazines 


ILLINOIS 





Rolls On... 


Feature More and MORE... 


Fruits and Vegetables in 





Containers 
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That’s news—important news—for the whole 
food industry. It points the way the big parade 


is headed—to more and more food products of 





every kind in sparkling, light-weight Duraglas 


containers, packaged the way customers prefer. 
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This advertisement 
appears in November 2nd 
issue of American 
Weekly with the 
mightiest circulation 
in the world 
6,850,837 copies 





OCTOBER °¢ 1941 





(Continued from page 58) to be made on machines. 
The machine-made samples are taken by the laboratory 
and put through the various tests to determine strengths 
the sale package must finally possess. Only after this 
is done and the results satisfactory, are the orders placed 
with the package manufacturers. 

The manufacturer has insured both himself and his 
supplier of satisfactory packages and continued har- 
monious relations with each other and with the con- 
sumer. The results are that the packager has used the 
same package suppliers for years and has enjoyed 
fresh sales successes with each new line adopted. 


1. Testing for Transportation Classification 
All packagers are familiar with some of the vagaries of 
committees set up by common carriers to determine the 
fitness of particular shipping containers to carry certain 
types of packages. These committees must be con- 
vinced, in the adoption of a new package or the change 
of an old one, by actual laboratory tests or by their own 
examination that the packages meet their requirements. 
\ sample problem is as follows: A manufacturer who 
packed glass jars of olives in a corrugated container 
wished to change from a 16-point liner toa 9-point liner. 
It goes without saying that the 16-point liner was 
stronger, but it was the packager’s contention that the 
9-point liner was sufficiently strong for all practical 
purposes. The committee had decided that the danger 
line was 25 drops without damage to contents. The 
16-point liner stood 57 drops. But the 9-point liner 
was good for 32, giving a sufficient safety margin in the 
judgment of the committee and saving a good deal of 
money for the packager. The committee also de- 
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Looking throughdrum (fore- 
ground) which makes drop 
test. Shipping container, 
being tested, in drum. 
Background stacks are a 
quantity of shipping con 
tainers which have already 


been drop-tested to failure 


manded a compression resistance of 450 Ibs., allowing 
for normal stacking. Here, again, the 9-point liner 
gave sufficient safety margin in light of the specific 
problem that was involved. 

Tests such as these can result in substantial freight 
savings on the part of the shipper, which can result in 
lowered costs and increased profits. 


5. Testing for Promotional Purposes 

The competitive aspects of packaging may well be em- 
phasized through package testing. The ability of one 
container to withstand buffeting is not so dramatic to 
the consumer as ease of use and protection of contents. 
These are the points that are usually sought after in 
tests of this type. The packager of a famous brand of 
cigars had his advertising agency determine the mois- 
ture content of his cigars—bought at random and tested 


by an independent laboratory —which were wrapped in 


cellophane, as against that of his competitors’ products. 


The results of these tests, which were favorable, were 
utilized to show that the manufacturer’s cigars were 
really fresher than others at a similar price. An ad- 
vertising campaign was based on this fact. 

Package manufacturers also have tests performed on 
packages for promotional purposes. In launching a 
new material or a new type of container such data are 
especially persuasive in building acceptance. Or, the 
manufacturer of an existing package can make tests 
to show that nothing new has been invented that is 
any better than the tried and true container he makes. 

The possibilities of package testing are as endless as 
[t is squarely up to the pack- 
ager and to his laboratory to put them to fullest use. 


those of packaging itself. 
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Wuen WE SPEAK OF 
GOOD PACKAGE DESIGN 
IN PLASTICS we refer to designs 
that will sell your merchandise, 
and designs that will make 
your package practical and eco- 


nomical. A good design has both. 


Industrial designers of General 


Electric’s Plastics Department 
work in the molding plant at 
One Plastics Avenue, Pittsfield, 
Mass. side by side with the 
plastics engineers and mold- 
makers who are responsible for 
the finished package. They 
know the characteristics of each 
type of plastics material. They 
know modern molding methods. 
And the success of their cus- 


tomer’s sales is evidence that they 


know up-to-date styles and trends. 


Packages in plastics are any- 
+ a) e 


thing but rare. But there is 


always a priority on good design. 
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Birds and Dance Steps Sell Hair Bows 


ll unwittingly, little girls who wear hair bows can 

cause industrial crises, because they can buy 
bows in three different ways. First, they can pur- 
chase a length of ribbon and make the bow themselves; 
second, they can buy bows all made up from tumble 
bins in syndicate stores; third, they can buy hair 
bows all ready to wear in carded packages. The 
tumble-bin purchase, however, is a serious threat to 
the ribbon manufacturers, because on rainy mornings, 
idle hands of girls behind the counters can be put to 
work tying up thousands of bows from ribbon ends. 


This practice cuts deep into the sale of millions of 


carded hair bows. 

Manufacturers have devised many ways to attract 
youthful customers to the carded merchandise by 
printing tie-ups on the cards with movie stars, cartoon 
characters, etc. Even this, however, has failed to 
stem the rising tide of tumble-bin sales. The John C. 


Welwood Corp., however, seems to have hit upon a 
method of selling carded hair bows—so successful that 
store managers have been willing to surrender their 
tumble-bin space. The trick seems to be in finding a 
series of illustrations to print on the cards which will 
not satisfy the little girls until mama has bought the 
whole series. In this way a very valuable multiple 
unit sales item is created for the syndicate store. 

The first idea to produce this happy situation was a 
“Save the American Bird Series” —one illustration of a 
bird to each card, each bird accompanied by a printed 
ornithological study—the whole series costing slightly 
less than a dollar. The success of the bird series en- 
couraged the production of another series covering 
dance steps as taught by Arthur Murray 
the rhumba, the tango, the waltz, etc. A third series 


the conga, 


included “state” cards—with state slogan, flower, etc. 


Credit: Cards by Wood Press, Inc. 


Tumble bin sales of hair bows are a serious 
threat to ribbon manufacturers’ sales of 
carded merchandise. Store managers will 
surrender their tumble-bin space only if a 
series of carded hair bows can be shown to 
produce more sales. Illustrated are three 
series which have worked the miracle for 
the John C. Welwood Corp.—a series 
illustrating American birds; another, fea- 
turing Arthur Murray’ dance steps; 


a third, depicting facts about the states. 
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N-30 --take a bow! 


Here is a new Swindell stock bottle that sets a new high in smart, modern pack- 
aging without the expense of private moulds! It is particularly well suited for the 
perfume and cosmetic field—but many alert merchandisers in other fields will 

recognize it as the answer to their problem. In a broad sweep of sizes: 4 ounce, 
4 ounce, 14 ounce, 1, 2, 4, 6 and 8 ounces. 


SWINDELL BROS., BALTIMORE, MD. 














nternational Silver Co. introduces its fall line of 1847 
Rogers Bros. silver in new wood chests which are 
especially designed in keeping with the decor of the 
nineteenth century. These new containers have been 
made possible because of a new method of producing 
machine-made chests in this manner. 

The new boxes are called Decorator chests and are 
styled to cabinet-maker designs of the 1847 period. 
Principal features are the shapes which were not prac- 
tical in wooden boxes until recently. In the past it 
was not possible in quantity production to round the 
corners or to give shape to the edges of the lid. On 
these new boxes, by means of newly developed machin- 
ery, the whole side has a shape as well as contour. 
They are finished by a graining process by which any 
type of wood can be reproduced and are made to 
simulate the fine hand-rubbed look of nineteenth cen- 
tury, custom-made, cabinet-maker pieces. 

The boxes illustrated were designed for 1847 Rogers 
Bros. new pattern, “Eternally Yours.” They have 
been made in several sizes to accommodate various 
size sets of silver. The larger ones are made with 
drawers and some have an inner tray which lifts 
automatically when the lid is opened. All are lined 
fuschia-colored tarnish-resistant) velveteen. 
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Like Fine Old Cabinet-Maker Pieces 





Contrasting with the antique type of wood chest 
a silverware container, International has also adopi4 
what they call a plastic buffet tray. This has a coy: 
of transparent sheeting and, in addition to being a; 
use container in the home, offers the dealer a very ¢q 





venient transparent counter display unit for fall lin 


Credit: Wood chests by Pilliod Cabinet Co. 
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Even when ETHOCEL SHEETING 
arrives at your plant in sub-zero 
weather, no pre-conditioning is 


necessary before fabrication. 


It is unusually tough and flexible 
...notembrittled by heat... easily 
sealed and heat formed... can be 
riveted, stapled or punched without 
cracking ... permits deeper draws 
... Stands scoring through beaded 
edges . . . can be crimped with 
metal without breakage .. . is 


readily printed. 


thofoi! 















SEECLEAR FOTOFOLIO is an excellent example 


of a sheeting job where toughness is of major 


importance. Envelopes in this album feature 


ETHOCEL SHEETING to take extra-heavy scor- 


ing and folding. A product of the E. E. Miles 


Co. of South Lancaster, Mass., the new album 
provides a convenient way to file pictures. 


ETHOCEL SHEETING 


DOW ETHYLCELLULOSE 


The unique qualities that make clear, transparent ETHOCEL* SHEETING 
superior for the stationer’s album are the very differences that make 
it superior for packaging. Transparent envelopes must take sharp 
scores and 360° folds—then stand up under the added punishment of 
constant handling during many years of service. It’s a severe test requir- 
ing extra toughness, extra strength and extra flexibility—those same 
qualities so important in packages. 


Different from all other transparent sheetings, ETHOCEL SHEETING is made 
entirely of Ethylcellulose—the toughest cellulose material commercially 
available. It does not depend upon strength-reducing plasticizers for 
its great flexibility. 


As a result, ETHOCEL SHEETING will not warp or crack—will not become 
brittle with age. Even prolonged exposure to light causes no discolora- 
tion or ugly stain to ruin packages and spoil sales. There's no distortion 
from storage in warm places—no cracking or brittleness from low tem- 
peratures. Give your product visible Sales Appeal with ETHOCEL SHEET- 
Inc. For complete information, write to the Plastics Sales Division. 


*Trade Mark Reg. U.S. Pat. Off 


Working with you <l>- for America 


THE DOW CHEMICAL COMPANY, MIDLAND, MICHIGAN 


New York, St. Louis, Chicago, San Francisco, Los Angeles, Seattle, Houston 
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Glass Houses for Del Monte 





Pare Packing Corp. has announced 22 glass- 
A packed items in the Del Monte line of foods. 
The company states that there is no particular relation 
between the introduction of the Del Monte glass line 
and the temporary supply of tin. However, with 
conditions in packing materials as uncertain as they 
are today, this new line of transparent packages de- 
signed to complement Del Monte foods in tins places 
this company in a much better position should any 
serious shortage of tin occur. 

The new Del Monte glass pack is exactly the same 
in quality as this company’s foods in tin and is intended 
as an extra business builder. The new packs give 
consumers a direct, visual reminder of this famous 
brand and are designed to “catch the impulse buyer” 
who, it has been proved by tests, often selects for the 
appetite appeal of transparent packaging. 

Special packing cases have been made for the glass 
packages to aid the grocers in their selling program. 
They are designed for display purposes and directions 
and diagrams for their use are printed on the cases 
themselves. They can be adapted for a wide variety 
of store display. 

This new line in glass includes 12 fruits, eight vege- 
tables and coffee. All fruits and one vegetable, spinach, 
are packed in No. 2!/, jars. Other vegetables are 
packed in No. 303 jars. Coffee comes in both 1-lb. 
and 2-lb. screw-cap jars. Costs are slightly higher 
than for the same products in cans, but prices are 
based on the added cost of packing. 


Credit: Jars by Owens-Illinois Glass Co. Vapor-vacuum caps by 
White Cap Co. 
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THE TIMETABLE OF ALUMINUM FOR 























DEFENSE 
up to September 10, 1941 


Munich. 

Czechoslovakia invaded. 

Alcoa inaugurates $26,000,000 expansion program. 

Alcoa produced 287 million pounds in 1938; had more than 

a year’s supply on hand. 

New extrusion and tube mill begins operation at Lafayette, Ind. 

Start building an excess stock pile of airplane sheet. 

Bohemia and Moravia occupied. 

Albania invaded; Congress authorizes Army to acquire 6,000 planes by July, 
’41, and Navy 3,000 by ’44. Aluminum for all these would take about two 
months 1941 production. 

Poland invaded; U. S. Neutrality proclaimed; limited National emergency 
proclaimed. 

Alcoa authorizes new metal-producing capacity at Alcoa, Tenn. 


. Finland invaded; Cash-and-carry act signed. 


Alcoa completes $26,000,000 expansion program, begins plans for a larger one. 

U. S. protests blockade of German exports. 

New metal-producing plant authorized at Vancouver, Wash. 

1939 production 327 million pounds; 215 million on hand. | 939 
First request for defense appropriation in Budget Message. 

Alcoa announces $30,000,000 more plant expansion. 


Alcoa reduces price of aluminum from 20c to 19c, starts construction of Vancouver, 
Wash., plant. 


Denmark and Norway invaded. 

Low countries invaded; National Defense Advisory Commission named. 
New metal-producing unit begins operation at Alcoa, Tenn. 

Dunkerque; France capitulates. 

Additional metal-producing unit authorized at Alcoa, Tenn. 

Congress lifts previous limits on numbers of planes. 

Air offensive against England begins; 50 destroyers exchanged for island 
air bases. 


Alcoa reduces price of aluminum ingot from 19c to 18c; capacity for making alumina 
increased. 


Egypt invaded; Selective Service Bill passed. 
First metal manufactured at Vancouver, Wash., plant and new units | 4 
for additional capacity authorized. 

Rumania invaded. 

Alcoa authorizes another $150,000,000 for expansion. 

26 bombers on contract turned over to Britain. 

Alcoa reduces ingot price from 18c to 17c; additional capacity authorized at Badin. 
Alcoa 1940 production 413 million pounds; 154 million on hand. 

OPM established; NDAC says aluminum supply adequate to meet October, 
1940, estimates of requirements. 

Alcoa authorizes additional capacity at Alcoa, Tenn. 

Aluminum put on priorities. 

Lend-lease bill signed. 

Alcoa produces 44,000,000 pounds of metal this month. 

Yugoslavia invaded; U. S. occupies Greenland. 

150 million-pound-annual-capacity plant at Vancouver, Wash., | 94] 
completed and operating at capacity. 

Crete lost; Russia invaded. 

New Government aluminum plants authorized; U. S. occupies Iceland; 
Japan moves into Indo-China. 

Alcoa produces 53,000,000 pounds this month; Badin unit authorized November, 
1940 starts operation. 

U. S. Government announces Aluminum Company of America will build 
and operate 3 Government-owned aluminum smelting plants and one for 
making alumina. 

Alcoa announces ingot price reduction to 15c, effective October 1, 1941. 

Alcoa and T. V. A. conclude agreement to unify two great hydro-electric 
power systems in the Tennessee Valley, which will add at least 200,000,000 
pounds to America’s annual aluminum producing capacity. 

Alcoa produces 54,000,000 pounds of aluminum this month. 

Sites selected for two of the Government-owned aluminum plants and for the alumina 
plant; railroad, water, and sewage facilities provided; construction contracts being 
executed. 

Alcoa starts construction of 325,000,000 pounds per year additional alumina produc- 
ing capacity at its own Mobile plant; construction started on additional capacity for 
22 million pounds of aluminum fluoride, and 23 million pounds of cryolite annually 
at East St. Louis; eight new extrusion presses purchased to bring expansion up to 
238° of pre-war capacity. 

Excess stock pile of aluminum airplane sheet started in February, 1939, being main- 
tained at 5,000,000 pounds. 


UMINUM COMPANY OF AMERICA 
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Antiphlogistine Goes into a Tube 


New container means greater convenience, accuracy of 
application and economy for this well-known product 


he Denver Chemical Mfg. Co. has introduced Anti- 

phiogistine in an 8-oz. collapsible tube. This innov- 
ation for this familiar product marks one of the most 
important steps in the packaging history of this com- 
pany in 50 years. 

An advance check of doctors and other users in 39 
states showed 95.6 per cent endorsement of the new 
package. Simultaneously with its introduction the 
company starts a national consumer advertising cam- 
paign in leading magazines for the first time. 

Before the change was made, Denver Chemical Co. 
reviewed all of its merchandising problems. Inter- 
views with physicians, dealers and consumers in all 
parts of the country convinced them the product was 
universally known and widely used. 

\fter considerable experimentation, the tube pack- 
aging offered some outstanding advantages. First, 
it meant greater convenience of application; second, 
greater accuracy and ease of heating: and, third, 
greater economy since the contents may be preserved 
indefinitely by simply replacing the cap. 

Another advantage for the dealer is the display value 
of the carton plus an automatic counter-display con- 
tainer holding six tubes. The tube is clean-looking, 


white, simply designed with product name in large let- 


tering over a buff-orange stripe. This same design is 
duplicated on the carton for this new package. 


New tube is white with black lettering over buff-orange stripe 
Display value of carton is enhanced by counter container holding 
six tubes, which is a convenient and helpful aid to dealers 
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The trade-mark lettering of the former wrapper has 
been preserved on the ends of the carton to convey the 
fact that no change has been made in the product. 
There are five sizes of Antiphlogistine. The tube 
has been adopted to replace the former 10'/2-0z. 
package and because the 8-oz. size is efficient for counter 
and shelf display. The 5-0z. and the one, two and 
five-pound sizes are being continued. These larger 
sizes are mostly for professional use. 
Credit: Designed by Ferry Hanly Co. Tubes by Sun Tube Corp. 
Cartons and display unit by Robert Gair Co., Ine. 








GETS ALONG PERFECTLY — 


by itself... or with paper, paperboard, wood, metal, 


plastics, and just about every other packaging material 


W, show you Eastman Acetate Sheet ‘at 
work” in nine different packages—primarily 
to emphasize its adaptability, but also to 
remind you that it protects the merchandise 
completely ...and, at the same time, dis- 
plays it effectively and enticingly. 

May we send you samples of Eastman Ace- 
tate Sheet (please specify type, thickness, and 
dimensions)—or the names of fabricators 
near you?... Eastman Kodak Company, 
Chemical Sales Division, Rochester, N. Y. 


Specifications and Fabrication Data 


Eastman Acetate Sheet is available in rolls up to 40” in 
width and any convenient length, and in stock- and 
cut-to-size sheets. Clear Transparent type is furnished 
in thicknesses up to .020”; Matte Translucent type 
(matte surface one side) in thicknesses .003” to .010”, 
Colored Translucent type (pigment coated one side) in 
thicknesses .003” and .005”—in a wide range of light- 
fast pastel shades. All three types of Eastman Acetate 
Sheet can be scored, folded, pleated, fluted, molded, 
drawn... take printing inks without wrinkling . . . can 
be sewed, crimped, stapled . . . cement with an unyield- 
ing bond... do not crack or shatter. 


« Meyer 
Los Angeles, % 


; Seattle, 1020 So. 4th Avenue. CANADIAN DistrRipu- 
per Sales Limited—Toronto, 11 King Street West; Montreal, 
Sun Life Building. 





Left—Sidewall, cemented cylinder of 
Eastman Acetate Sheet. Friction cap-cover, 
drawn from disk of Eastman Acetate 
Sheet. Bottom is paperboard disk. 


Above—Paperboard base covered with 
paper. Slip-over paperboard window 
cover; cut-out area covered with Eastman 
Acetate Sheet. 


Right—Protective sleeve of Eastman Ace- 
tate Sheet. 


EASTMAN ACETATE SHEET 





Left—Sidewall, cemented cylinder of 

Eastman Acetate Sheet; two metal eyelets 

provide holes for silk-cord handle; disk of 

paperboard forms bottom. Friction cap, 

drawn Eastman Acetate Sheet, with metal eyelet in center 
so package can be re-used as a container for yarn. 


Center—Base is inverted drinking glass, opening of which 
is covered with disk drawn from Eastman Acetate Sheet, 
fitted inside. Shade, Eastman Acetate Sheet. Cap, Eastman 
Acetate Sheet with wooden knob. 


Right—Sidewalls, one piece of Eastman Acetate Sheet; 
paperboard bottom wire-stapled to Eastman Acetate 
Sheet. Top, three cemented pieces of Eastman Acetate 
Sheet; fitted with molded-plastic handles. 


Lower left—Package proper, printed paperboard; 
window, Eastman Acetate Sheet. 


Lower right—‘Dog” is of paperboard. “Body,” 
cemented cylinder of Eastman Acetate Sheet with 
paperboard disks closing ends. 


Right—Base of formed enameled metal. “Body,” 
Eastman Acetate Sheet; metal eyelet in sheeting 
serves as pivot for paperboard “gun.” “Shoulders,” 
Eastman Acetate Sheet with head riveted on. “Hat,” 
Eastman Acetate Sheet spray-lacquered. 














O OIL 
A GREASE 


Lubrication of this Miller wrapping and sealing unit is planned with due consideration of the possible effect of high tem- 














peratures upon both the parts to be lubricated and the lubricants used, hence the necessity for heat-resisting products. 


Lubricants for Machine Protection 


by A. F. BREWER* 


Mithess of food protection and the packaging of 
merchandise have intrigued the organic chem- 
ist for years. By developing packaging materials im- 
pervious to air and moisture, he has enabled the original 
purity or freshness to be indefinitely prolonged. 
Quite as important today is the protection of the 
machinery of packaging. This has become more acute 
due to the necessity for prolonging the life of machine 
parts to avoid premature replacement due to unwar- 
ranted wear. The designing engineer has planned to 
prevent this by careful study of bearing materials and 
methods of lubrication. The maintenance engineer 
must assume responsibility for machine protection. 
Effective lubrication is his most valuable medium. 
Lubrication of intricate machinery such as prevails in 
packaging service requires study of the operating condi- 
tions under which the various assemblies of bearings, 


* Technical and Research Division, The Texas Co 
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cams, gears and chains must function. Normally we 
are dealing with mechanisms of comparatively small 
size, some of which may run at fairly high speed. Load 
and temperature conditions, however, are rarely ab- 
normal. But prevention of leakage or drip is most im- 
portant, otherwise spotting or contamination of the 
materials being packaged may occur. Manufacturers 
of the machinery involved have fully realized this es- 
sential with the result that the most highly perfected 
methods of automatic lubrication are-employed. But, 
even so, if the oil or grease used is of unsuitable charac- 
ter (i.e., too light), it may lead past bearing seals or 


work out of chain or gear housings. Conversely, if 


too heavy, it may cause increase in operating tempera- 
ture due to internal friction or it may flow so slug- 
gishly through lubricator as to retard lubrication. 

In the selection of lubricants for packaging machin- 
ery, serious consideration must be given to their body or 
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CLEARS THE GLASS 
THREAD WITHOUT 
SIDE- SCRAPING. 


















It was a tiny thread of carbonized 
bamboo fibre—used as a filament— 


that finally enabled Edison to perfect 





his invention of the Electric Light. 


UNDER-REACHING 
GRIP HAS GREAT: 
EST DOWN-PULL 





And it was the Deep Hook Thread 





that Crown developed for screw caps 
that established a new high standard 
of sealing efficiency in the food, drug 


and cosmetic industry. 


— 4 . = é : : Ss 
Whe THRE AD 
DEEP ook This patented cap thread hooks under the glass thread 
O 


of the container without side scraping or wedging. It 
seals caps tighter and makes them easier to apply and 
ne of th Closure remove. Write for samples and prices today. 

CROWN CORK & SEAL CO., BALTIMORE, MD. 

os ’ > 

prov ments O ro Ug t World's Largest Makers of Closures for Glass Containers 
~~, 
you FIRST! 















































































relative fluidity. In oils, this is denoted by the vis- 
cosity; in greases, by the consistency. 

The laboratory measures viscosity by noting the 
time required for a measured quantity of oil to flow 
through a standardized orifice at a predetermined tem- 
perature. One hundred deg. F. is used for light to 
medium straight mineral oils of the type so often ap- 
plied to smaller machinery by automatic lubricators, 
oil cups or ring oilers. So, for example, when we refer 
to a 200 viscosity oil at 100 deg. F., we have in mind a 
product which requires 200 seconds to flow through the 
Saybolt Universal viscosimeter at this temperature. 
Such an oil would be within the S.A.E. 10 range. A 
300 viscosity oil would be within the S.A.E. 20 range. 

Consistency of greases is measured by penetration, 
noting the depth (measured in hundredths of a centi- 
meter) to which a cone of standardized size and weight 
will penetrate into the grease at a definite temperature. 
Greases for ball or roller bearings on electric motors or 
small machine parts, which can be readily applied by 
pressure gun, are regarded as being of medium consis- 
tency. They will have a worked penetration range of 
from 200 to 400 according to the per cent and nature 
of their soap content and the viscosity of the mineral 
oil content. This latter will usually be within the 
S.A.E. 10 or 20 range. 

Greases furnish an effective seal against the entry of 
dust, dirt and moisture, thereby serving to protect the 
polished surfaces of the bearing elements in a very satis- 
factory manner. Grease can also be more effectively re- 
tained in a non-oil-tight housing; on the other hand, 
dirt or grit that finds its way into a grease-lubricated 
bearing has no means of settling out, being held in sus- 
pension to prevent possibility of scoring moving parts. 

Greases for precision bearing service of any type 
should: 


1. Show no tendency to separate oil in storage or 
when inactive within a bearing. Nor should 
this occur under moderate heating. 

2. There must be no tendency toward hardening or 
decomposition. 

3. There should be no constituent contained therein 
which might lead to corrosion, pitting or rusting 
of bearing elements. 

1. Nor should there be any component which might 
tend to cause the lubricating film to become 
sticky or the grease itself to gum. 

5. And, finally, the consistency involved should be 
suited to the operating requirements. 


As a general rule, if greases are of medium con- 
sistency, they will meet normal operating conditions 


1. Top view of an Amsco bag sealer, showing point for 
hand lubrication. Parts of this machine have oil-impreg 
nated bearings. 2. Whenever a bag sealer handles ma- 
terials requiring high temperature for sealing purposes, lubri- 
cation of the adjacent parts must be carefully considered 
Hand oiling is effectual on smaller units. 3. Showing another 
point on the bag sealer where hand oiling is used to good 
advantage. The bearings as well as the chain units re 
quire carefully controlled lubrication to avoid splash or drip. 


(Page 74) 








Ke 


























HAVE 


CHANGED TOO! 


LLL eae, 





ACTICS and equipment of 1917 are of little value in today’s 
mechanized warfare. There have been vast changes, too, 
in merchandising tactics... changes that have placed a 
far greater responsibility on packages. Consumers have 
come to regard packages as important guides to quality. 
A successful package, these days, must be able to do 
many things. It must be pleasing to the eye . . . must 
thoroughly protect the contents . . . must be appropriate 
to the product in shape, color, and design. And it has to 
be easy to fill, easy to close, easy to use. 

Constantly alert to these factors, Sutherland is able to 
produce successful packages economically . . . is recognized 
as a pace-setter in modernizing package design and 
improving construction. 

You are invited to use Sutherland’s Checking Chart to 
determine the sales appeal of your package. Send for a 
copy today. There is no cost or obligation. 







































where the lubricant must readily cover the entire sur- 
faces of the balls or rollers and not tend to channel in 
the housings or raceways, as might occur with heavier 
products which would have less of a penetrative ability. 
As the protection of moving parts is one of the pri- 
mary functions of any lubricant in packaging service, 
one should then investigate the stability or resistance 
to breakdown. This is expressed in terms of the re- 
sistance to oxidation as measured by one or more of 
several accelerated oxidation tests which have been de- 
veloped in connection with petroleum lubricants. 
Oxidation causes oil or grease to break down to sludge 
or gum-like materials which have little or no lubricating 
value and which definitely retard maintenance of lubri- 
cation by the addition of make-up lubricant. Oxida- 
tion is promoted by heat and moisture in the presence 








of air. The lower the volume of lubricant involved 
or the less frequently that re-lubrication is practiced, 
the more objectionable the products of oxidation. 

The purchaser can be assured of resistance to oxida- 
tion if the oil has been refined within a narrow distilla- 
tion range from a carefully segregated crude stock. 





Greases which are most highly resistant to oxidation 
are non-corrosive, free from acid-forming constituents 
and non-lubricating adulterants. This requires the se- 
lection of only the purest ingredients in manufacture 
and compounding them in a way to assure a finished 
product of uniform structure, which will be maintained 
under reasonable changes in temperature or conditions 
which might lead to oxidation. 

Mixed base or sodium soap greases are best suited to 
the conditions which prevail (Continued on page 114) 





An Amsco high-speed bag. sealer. 
In view of necessity of prevent 
ing oil spotting, very careful pro- 
vision is made for lubricant control 
and the prevention of oil leak- 
age. (A) marks oil level which 


should be maintained in gear box. 





A Simplex Automatic Hi-Speed bag 
machine. Circles show points re- 
quiring lubrication. Note _ par- 


ticularly (B) the oil holes in the 





top for internal cam _ lubrication. 
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ITS OUR JOB °‘&= 
TO MAKE A Rese 
TIN CAN BEAUTIFUL 


HEN you want to make your product more salable 

by improving the appearance of the metal package 
in which it is sold, Heekin can be of service to you. Heekin 
colors are made and ground specifically for lithographing | . rete 
true, lasting, beautiful colors on metal. Heekin's superior \ WE  Wtorizing Coss 
craftsmanship is inexpensive . . . yet it produces a finer, ‘ Fe roca wartt Al 
truer, reproduction of the design and colors that you de- 
sire. That's why Heekin retains its old customers and adds 


new ones every year. THE HEEKIN CAN CO., CIN'TI, O. 
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. . . DEPENDS ON SIMPLER 
STANDARDS AND CARTON SAVINGS TODAY 


Not all good folding cartons set the style 
pace . . . but package leaders in good taste 


are most often product leaders in progressive 







MODERN 
CARTONS 


marketing and production. 


Ridgelo clay coated boxboard is picked for 


car to drive and keep. 






these leaders just as careful workmanship. 
efficient methods, high standards of materials 
are considered necessary in the product. It 
does the job best and easiest. 

There is less waste in Ridgelo clay coated 
cartons ... less ink in printing them, fastest 
production in getting them out. The guess 
work and gamble of variable materials are 
gone. Your boxmaker knows what this means. 
And so should you. Remember to ask for 
proofs on Ridgelo clay coated boxboard in 






RIDGELO 
BOXBOARD 


planning tomorrow’s cartons. 
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BOXBOARDS + CARDBOARDS 












..- The 1942 car is simpler, cleaner, in better taste—a finer 

















iS . ' 
... Less waste here, with a single proven method and 





MADE AT RIDGEFIELD, N. J., BY LOWE PAPER COMPAN’! 


Representatives: E. C. Collins, Baltimore * Bradner Smith and Company and Mac Sim Bar Paper Company, Chicago ¢ H. B. Royce, Detroit 











Gordon Murphy and Norman A. Buist, Los Angeles ° A. E. Kellogg, St. Louis ° Philip Rudolph & Son, Inc., Philadelphia 


IODERN DISPLAY 





9 





souitases 
Beane cree 


he manufacturer who has been fortunate enough 
to find a good trade character discovers that many 
of his display and advertising problems are solved. He 
may find, too, that consistent and intelligent use of 
such a character develops a public following which not 
only astonishes him, but also reflects itself in sales. 
Why does a trade figure possess pulling power? To 
find a comparable phenomenon one has merely to note 
the keen interest of Mr. and Mrs. John Public—and 
their youngsters—in the so-called “funny” sections of 
the daily papers. Indeed, some trade characters have 
been lifted bodily from the “funnies.” For example, 
at the turn of the century Outcault’s character of 
“Buster Brown” gave the name and furnished the trade 
character for the widely known brand of children’s 
shoes. The selling power of this trade figure has per- 





sisted long since the comic strip was discontinued. 
There are potent psychological principles involved. 
Old as humanity is the love of personalization. Ani- 
mals made to perform like human beings have ageless 
fascination. Whimsically ludicrous human figures can 
attract and hold attention. Even astern and immobile 
animal physiognomy like Reid-Murdock’s “Monarch” 


Top. The Quaker Girl was selected in 1928 to help sell Arm- 
strong rugs as ‘‘symbolic of thrift, cleanliness and virtue.’’ Tllus- 
trated is the 1941 version of the little lady who has been con- 
stantly on their display job since that date. Center. ‘‘Elsie”’ 





grabbed the limelight of Borden’s store display program in 1939 
and has kept it constantly. She and her family—Elmer and 
Beulah—have occasioned an enormous amount of gratuitous 





advertising by making fast friends and boosters everywhere. 
Bottom. ‘‘Packages mean protection,’’ said the Uneeda Boy 
when, in 1899, packages were none too common. Original was 
Gordon Stille, nephew of a National Biscuit advertising counselor. 
For nearly half a century he has been conveying his message. 
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Early American 924 Spice Toilet 


Welcome at Walgreens 





‘‘Esky”’ ignored all talk of a depression when in 1934 he flashed 
upon the sales field. Since then he has become a symbol of mas- 
culine good grooming as well as an enthusiastic booster for 
Esquire’s advertisers in retail outlets of every description. 


A figure which makes an excel 
lent display and an ideal trade 
mark. ‘To be successful,’’ say 
the sponsors of Old Dutch 
Cleanser, ‘‘a trade mark must be 
simple, forceful, direct and carry 
a message.’’ Their trade mark 
of old Dutch fills the bill! 


The age of the famous Reid-Murdoch lion can’t be determined, 
but for many years it has constantly been used for window display 
symbolizing ‘‘Monarch Finer Foods.’’ Illustrated here is their 
latest window transparency, distributed to their retail dealers 


TETLEY TETLEY 
TEA-BAGS 


ORANGE PEKOE 


- TEA 


The 1889 magazines carried Tetley’s first national advertising 

full pages of solid text with thumbnail cuts of package and Tetley 
elephant. In the half century since, this elephant has been pic- 
tured in every form the display artist’s imagination could conceive 


In 1887, while in Norway, Mr. 
Alfred B. Scott was summoned 
to see ‘‘the biggest cod fish ever 
caught.”’ He promptly photo 
graphed fish and fisherman, thus 
originating a trade mark used 
all over for Scott’s Emulsion in 
advertising and window display 


‘‘Nipper’’ was a real dog whose artist-master actually discovered 
him evincing puzzled interest before a phonograph. Used first in 
London, he entered America’s Victor stores in 1901. His loyal 
sales ability has survived changing fortunes and changes of owners 



































































brand lion can convey an impression of royal relia- 
bility. And probably to the end of time a lovely 
feminine face will catch roving eyes. The sweet and 
sedate Quaker maid makes you look twice at Arm- 
strong’s floor coverings and the latest edition of this 
circumspect young lady 
as befits the modern miss—has lost none of her elder 


somewhat more provocative, 


sister’s “come hither’ power. Given a good trade 
figure as a starting point, the display artist finds it 
easy to develop interesting pictorials which apply the 
principle of association of ideas and the well-known 
trade character, seen at the point of sale, recalls the 
need or re-awakens the favorable impression created 
by magazine or radio. 

Another advantage about the trade figure is that it 
can say things about a product which sound better 
from such a source than if they came as direct state- 
ments from the manufacturer and impressions can be 
created by implication that would be difficult or at 
least less believable if conveyed by a flat presentation 
of facts. Johnny Walker, with his 19th century English 
attire and his cocky self-confidence, tells you quickly 
and convincingly that here is a whiskey which for a 
good many years has been the choice of gentlemen. 
Not to be ignored, either, is the economy of words 
with which these impressions are conveyed. 

Perhaps the greatest value of the trade figure is as 
an antidote for stodgy seriousness, an outlet for whimsi- 
cal good humor and a welcome relief from the grim 
dignity and intense earnestness which characterizes 
much advertising. ‘True, one’s business is a pretty 
serious matter and most of us shudder at the thought 
of being laughed al. But the trade character is a device 
to make people laugh with an advertiser and cause them 
to remember his product with good humor. 

Sometimes the public will take a trade character to 
its heart and do things with it which the advertiser will 
“Esky,” the pop-eyed little 
man who has appeared on the cover of “Esquire” since 
its second issue, illustrates the point. The magazine 
since its first appearance has been called by that 
diminutive, to the dismay—at first—of the publishers. 
Though the “Esquire” folks hadn’t called their trade 
figure by any name, he was promptly christened “Esky” 
by the public and by that name is known and recog- 
nized wherever the magazine circulates. 


approve only in time. 


“Esky,” incidentally, has developed a rather re- 
Used in window display form, 
he is put to work to help sell merchandise advertised 
in the magazine—a three-way display force for the 
advertiser’s product, for the local retailer and for the 
magazine. 
to prevent this popular figure from being exploited by 





markable sales ability. 


Legal measures have been found necessary 


unauthorized persons. 

Many times, however, though imitation shortly crops 
up when a trade figure attains prominence, the owner 
of a trade figure has nothing to fear because of imitators. 
Borden’s “Elsie’’ is only two years old, yet she has 
become so popular that copies have appeared every- 
where—only to be promptly associated with the genuine 
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“Cream of Wheat’s”’ Treasury in their early days could only spare 
$5.00 for the smiling negro waiter in Kohlsoat’s Chicago restau- 
rant who permitted the use of his picture, which since 1895 has 
appeared on every package and has been featured in display. 


To Tom Browne, English artist of the late 19th century, must go 
credit for creating ‘“‘Johnny Walker.’’ First sketch, inspired by 
a silhouette of the original founder, John Walker, was quickly 
dashed off about 100 years ago on the back of an old invoice. 
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Glenmore’s ‘‘Little Colonels’ are newcomers among trade figures 
used for display purposes. They’re useful, too; the plastic 
figure perched on top of the bottle is attached to the base by 


means of a metal rod, a contrivance that foils would-be pilferers 


This disconsolate little lemonade vendor, below, is the latest 
of Eveready’s boy-and-dog displays. For ten years, with artistic 
pictorials which provoke a smile that is close to a tear, Eveready 
has presented flashlights unobtrusively but unforgetably. 
Child figures with this wistful quality are universal in appeal 


and can be used very successfully for a wide variety of products 
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The Carstairs White Seal, reproduced in metal and plastics, is a 
well-known symbol among lovers of fine liquors. The emblem 
is happily chosen to suggest not only brand name of the prod- 
uct but its widely advertised quality, ‘‘balanced blending.” 


“Elsie” and with all of the many Borden’s products. 

The history of trade figures would be interesting to 
pursue, if space permitted. The two bearded Smith 
Brothers began making cough drops in 1847, long 
before the earliest trade mark days. Soon thereafter 
imitators began to appear. The bearded brothers 
sought to frustrate them by autographing each bag. 
William (‘Trade’) and Andrew 
(“Mark”) hired Timothy Cole to make wood-cuts of 
themselves and ever since these long beards have 


This, too, was copied. 


appeared on every package. 

Trade characiers rise and fall and sometimes rise 
again. Those who are old enough will recall the wide- 
spread use in displays and “‘spectaculars” of the once 
famous Gold Dust Twins. They were finally allowed 
to fall into limbo because of changes in housewifely 
preferences and the appearance of new and improved 
types of soaps. The origin and history of this trade 
figure are difficult to trace, say its present owners, be- 
cause of changes in the ownership of the product. 

Indeed, it isn’t always easy to obtain historical data 
about display advertising, possibly because exact 
records are seldom kept of this “Orphan Annie” and 
also because frequently trade figures are adopted so 
casually that parenthood goes unacknowledged until 
success is assured. Once a trade figure “arrives,” the 
public often will not let it die. The Fisk Tire Co., so 
it has been said, received so many letters of protest 
when they withdrew their sleepy “Time-To-Retire” 
youngster that they had to put him back into circula- 
tion again. ‘“‘Nipper,” the famous Victor dog, after 
something of a furlough during the evil days experi- 
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PROTECTION 


AGAINST THROAT IRRITATION 
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“Johnny”’ is a real person—perhaps the only actual living trade 
figure. First featured in 1933 point-of-sale material he has since 
been used constantly in window displays and every radio listener 


knows his ‘‘Call for Philip Morris,’’ introducing the commercial. 


enced by the music business, came back a year or two 
ago to the display stage, where he is selling radio-phono- 
graphs and records as competently as when first 
launched forty years ago. 

Trade figures manifest striking versatility in their 


sales aptitude. The accompanying illustrations—of 


course, only a partial collection—will show that the 


trade figure is a ready and willing worker, capable of 


producing sales stimulation for many products. 
Apparently, selection of a trade figure is sometimes 


In 1904 few shoe manufacturers were merchandising brand names, 
but the Brown Shoe Co. by purchase from cartoonist R. F. Out- 
cault acquired Buster and his dog, then a popular pair in the 


“funnies” consistently used in store display for 37 years. 








An unnamed advertising agency artist painted the original ‘‘Sun 
Maid” girlin 1914. After 27 years of constant service on package 
and store display she bears witness to the statement that a trade 
character generally grows in usefulness with the passing years. 


the outcome of a flash of inspiration. If the truth were 
known, however, it is probably more often the result 
of careful study and imagination. “The vice-president 
is spending his time cutting out paper dolls,” was the 
common comment inside one organization during the 
development stages of a trade figure which compara- 
tively recently sky-rocketed to success. But paper 
dolls or not, that vice-president was on the trail of a 
sound sales idea and a valid sales idea is the starting 
point for display planning and planning brings results. 


Morton Salt records don’t tell how their little-girl-with-umbrella 
originated, but she has been constantly used in magazine and 
newspaper advertising as well as for window display. Figure and 
package tell the story, making any other copy superfluous. 

















[ A ceremonial Indian drum design, developed in wood and 

lacquered in tones simulating a leather drumhead, carries 
through the trade name connotation of Minnehaha Ale. The 
pipe-of-peace is done in molded wood, finished in autheatic 
Indian colors. An actual half-bottle, complete with label, is 
attached to the background. Made by Kay Displays, Inc. 


e§ Keynote of this full-color window display for Sheaffer Pen 
@ and Pencil sets is timeliness. Shown this fall, it does double 
duty in boosting sales of pens and pencils as gifts for men in 
the U. S. service and for students returning to school. Display 


by Forbes Lithograph Co. 


3 The emphasis in advertising Hershey candy bars is on the 


¢) food value of the product. In order to bring out this point 
pictorially, the company had these cardboard easel-backed 
display posters, showing cows and a windmill, made for use in 
windows or as interior pieces for shelves and wall ledges. Rep- 
licas of the candy bars are on the arms of the mill. Display 
by The U. S. Printing & Lithograph Co. 
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{ “T. P. Tim’ and “Patchwork Pete’’ are a pair of three- ™ The cheering co-ed who appears on the fall football display 
dimensional figures for use in the stores of wholesalers of ( was crowned Miss America in September at the annual 
Thompson Products, Inc., automotive replacement parts, who Atlantic City beauty pageant contest. With her winning of the 
sell to the automotive repairmen. The figures represent two title the corporation tied up the poster with a special announce- 
humorous characters the company has used for many years in ment sent out to their dealers for use with it. Timed for news 
advertising directed to the automobile mechanic. Four different value, it drewconsiderableattention. By Einson-Freeman Co., Inc 


sets of die-cut balloon cards are supplied with each display and 


. : ; This sturdy boy with the washcloth and cake of soap on 
from time to time new ones are furnished so that they may be X spss y J sta 


the Crane Co.’s lithographed cutout proved so popular 
with dealers throughout the country that within 90 days after 
its introduction, the company reports, the entire stock was ex- 


interchanged. Figures by Old King Cole, Inc. 


Each camera is so set apart in this branch-like display of hausted. Design by Frances Tipton Hunter. Display by Snyder 
} Argus Co. cameras that it can be seen in detail. A & Black, Inc. 
thumbscrew is threaded into the tripod socket of the camera, 


Re ‘ i se : ‘ Transparent proportionate hosiery forms model hose in 
holding it at a good sight angle, yet making it very inconvenient 


F nih: . windows and on counters. The forms are of rigid trans- 
for anyone to take the camera from the exhibit Display by 


ra . . yarent sheeting and rest on a base of the same material. They 
Union Steel Products Co I 8 J 


are washable and will not crack, peel or chip, thus making a 
long-use piece. Display by Shoe Form Co., Inc. 

@ A chrome-plated case shows off Crown Dain-T-Zip flexible 

fj zippers, individually attached to cards and wrapped in rf 
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cellophane. This tray with its rising inner platform holds the 


zippers so that the various sizes may be seen at a glance. Stores 





are inclined to give space to display merchandisers for articles 





of this type because of their self-service value in the ever 
popular notion department 
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as pearly wrinkle proof as it’s reasonable ¢ oh 
atic tabe. $1 and $1.50. 


Above. A blow-up of an ad which was 
made to be distributed as window back- 
grounds or interior counter displays. 
Original ad is thus carried to the point 
of sale. Right. The actual replica of 
the ad adapted to window display. 
The value of coordinated advertising 
and display may be readily seen from 
units such as these, showing related 


styled shirts, ties and handkerchiefs. 
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by A. O. BUCKINGHAM* 


Mer fades fast. In the first thirty minutes 
after an idea for a product has been registered, 
nearly half of it is forgotten. For this reason, unless an 
ad is powerful enough to urge immediate purchase, it is 
most necessary to supplement the intermediate time 
with coordinated window displays as well as reminder 
displays of related merchandise right up to the point 
of sale inside the store. 

By proven tests during the past three years, Cluett, 
Peabody’s research staff established the following five 
musts for successful selling and display by the retailer: 


1. Display selected related items together. 

2. Stock them together at the point of sale. 

3. Style them for each other whenever possible. 

1. Follow through in advertising and display. 

5. Be sure that store systems aid rather than handi- 


cap related item selling. 


After the coordination of displays with related mer- 
chandise the second step is to hook up the displays with 
local and national advertising and inform all store per- 
sonnel of the promotion plan. 

The technique of planning national Arrow advertising 
with the thought of furthering its effectiveness by repro- 
ducing it in display form for windows and interiors has 
The 


pictures showing the original ad and actual replicé 


been successfully promoted by our company. 


adaptations in display point out the value of coordina- 
tion of national advertising and display. 

Where national advertising does not lend itself to 
window reproductions, blow-ups of the ad are made and 


* Vice President and Director of Advertising and Market Research, Cluett, 
Peabody & Co., Inc. 
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Advertising—Display Coordination 








MANA SRESSAKS 


distributed as window backgrounds and interior counter 
displays. This has a similar effect of carrying the mes- 
sage of the original advertisement to the point of sale. 
With each Arrow display of this nature, instructions go 
to the buyer and display manager to coordinate it with 
the merchandise as it goes out on the counter. 

Selling related styled shirts, ties and handkerchiefs 
that are designed to go together creates a merchandising 
problem of coordination not only for the manufacturer, 
but also for the dealer, because the coordination must be 
In other words, specific 


carried out at the point of sale. 
feature merchandise, when it reaches the store, should 
be collated and assembled on the counters and stock 
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Above. A counter having related mer- 
chandise assembled so that the cus- 
tomer is encouraged to purchase several 
items. The assembly also keeps the 
sales person from going wrong in pre- 
senting the merchandise. Left. An- 
other window display tying in with 
national advertising and illustrating 


effectiveness of featuring related units. 
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shelves so that the sales person can’t go wrong in the 
presentation of the merchandise to the consumer. 

At the risk of getting into the fixture business, our 
company has planned counter fixtures and display units 
to stock and display ensemble sets of Arrow shirts, ties 
and handkerchiefs, all of which blend in harmonizing or 
Consumers are more easily at- 
tracted to the merchandise in this way than when items 
are featured singly. Arrow dealers are encouraged to 


contrasting colors. 


display ties on top of the shirt counter regardless of 
whether they have a special tie department. These 
fixtures aid the dealers in selling many ties and handker- 
chiefs at the time when shirts are sold, thus increasing 
greatly the dealers’ profit through the sale of multiple 
items which cost no more in overhead and time than 
the cost of selling only one item. 

A recent survey conducted by our Market Research 
department discovered that where ties and shirts are 
displayed separately, only 7 ties are sold to every 100 
shirt customers. Where ties are displayed with shirts, 
but not co-styled, 30 ties are sold to every 100 customers 
who buy shirts. However, when ties and shirts are 
styled together and displayed together, 62 ties are sold 
to every 100 customers. 

Stimulating the impulse sale through the strategic 


placement of these related selling island tables in heavy 
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traffic flow centers induces store traffic into the rear and 
to as many parts of the store as possible. As in a super- 
market, the most important reminder items are placed 
near the cashier’s desk where the unwary consumer 
picks up two or three additional items. The principal 
point of all merchandising is to get the goods out where 
the customer can see and feel them. 

A further explanation of the “on top of the counter” 
theory combined with display and national advertising 
is shown by a test made by the Saturday Evening Post. 

Our test on this angle covered a period of five weeks 
and was made in three stores simultaneously—in a 
clothing store in a small city, in a department store in a 
medium sized city and in a haberdashery ina large city. 

The first two weeks we asked the stores not to display 
Arrow merchandise in the windows or on the counters. 
Sales were average in respect to the normal operations. 

The third week we asked the stores to display Arrow 
shirts in their windows and on their counters. The re- 
sultant sales showed a 23 per cent increase over the previ- 
ous week, which was also 23 per cent above average. 

The fourth week related item trims and display cards 
were added to the same window and counter displays 
plus a reprint blow-up of our national color advertise- 
ment which appeared in a publication that same week. 
The result showed a 20 per cent increase in sales over 
the previous week and 43 per cent above average. 

The fifth week we asked the stores to remove all 
Arrow displays from counters and windows. The sales 
were 19 per cent less than the previous week and only 
20 per cent above average. We found that the sales 
results were in exact proportion to the peaks of national 
advertising coordinated with counter and window dis- 
plays and hooked up with related selling units. 

This latter survey may not be extensive enough to 
establish definite national figures. However, if all our 
accounts followed our related selling program and in- 
structed their display managers to tie in their window 
and counter displays with current national displays, 
we know they would have an increase in sales. That 
increase would be sufficient compensation to warrant 
whatever effort the displays would entail. 


Three ‘‘on top of the counter’’ units by means of which ensemble 
sets of shirts, ties and handkerchiefs can be arranged to blend in 


harmonizing or contrasting colors to stimulate impulse sales. 
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Out of the Pennsylvania Dutch feature in the heavy duty con- 





struction of these containers that 

is traditional...comestheopen assures perfect protection in 
kettle-rendered Pure Lard... transit, in stores, in hotel, res- 
marketed under the A & B Key- taurant and home kitchens. 
stone Brand. 


Country . . . where good cooking 


If you pack your product in a 
Arbogast & Bastian Co. of Allen- 


wide range of sizes. . . and wish 
town, Penna., pack this Pure 


; to maintain a ‘family resem- 
Lard...guaranteed to contain no 


; ; ; blance”’ from the largest to the 
stiffening ...in Crown containers 


that have an extra measure of smallest .. . this sturdy type of 


“stiffening” in the form of rein- Crown construction should fit 


forced side seams...anadded your requirements to perfection! 


CROWN CAN COMPANY, PHILADELPHIA, PA. 


Division of Crown Cork and Seal Company 
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One of our widely used 


REDUCERS 


Model FA, illustrated, is quickly 
adjustable for a wide range of 
sizes and adaptable to many 
types of products and styles of 


wrapping. 
; ag Literature on request 
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Cutting down is no easy task—the lady at the left will vouch for 
that. She hasn’t succeeded because she’s not following the 
proper plan. 


Cost reducing in business works the same way . . . It doesn’t 
succeed unless you have the right set-up ... and that’s where 
modern machinery plays a vital part. 

This is especially true of packaging machinery. For in packag- 
ing, almost all of the work is done by the machine. Therefore, if 
costs are to be reduced or savings affected, the machine must do it. 





Our new machines are built for cost reducing—they save time 
and money, first by offering faster operating speeds; second by 
economizing on wrapping material; third by being more easily 
and quickly adjustable for different sizes; fourth by requiring less 
supervision and maintenance; and fifth by keeping the goods in 


ec 


better condition, and reducing “returns.” 


Today, with the growing scarcity of labor and the steadily 
mounting material costs and taxes, these savings prove extremely 
welcome. 


We have a line of over 70 different models of wrapping machines 
from which to fill your needs—and a Designing and Engineering 
Department that is ready to tackle any special problem. 


Write us, telling the type of package you are using and describing 
briefly your present equipment. We will send you literature on ma- 
chines suited to your needs and specific recommendations. 


PACKAGE MACHINERY COMPANY 
Springfield, Massachusetts 
NEW YORK CHICAGO CLEVELAND LOS ANGELES TORONTO 


Buenos Aires, Argentina: David H. Orton, Maipu 231 
Peterborough, England: Baker Perkins, Ltd. 


Melbourne, Australia: Baker Perkins, Pty., Ltd. 


PACKAGE MACHINERY COMPANY 


Over a Quarter Billion Packages per day are wrapped on our Machines 
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PACKAGING TECHNIQUE and 





PRODUCTION 


Passers-by can observe the interesting operations of bottling Coca-Cola through the many large windows of the main floor. 


Robot Plant 


by WALTER S. ROSS 


| igen robots that can think and talk and choose like 
human beings become a reality, the bottling 
plant of the Atlantic Coca-Cola Co. is as automatic as 
a packaging plant can be. Remarkably few humans 
are needed to keep the five automatic, stainless-steel 
bottling lines in constant operation, turning out a full 
complement of 1,000 bottles per minute. In fact, only 
seven men work on each line. From the moment a 
bottle is placed in the magazine feed of the automatic 
washer, cleaner and sterilizer on the lower level until 
it comes down again after having been sterilized, filled, 
capped and cased, it is completely untouched by any 
person. The removal of the bottle from its case by 
storekeeper or consumer is the first time it is handled 


after being inserted into the magazine of the bottle- 
filling line, unless it be a defective package removed 
from the line by an inspector. 

The plant itself is a fine example of the factory as 
advertisement for the product it manufactures. The 
imposing structure of Indiana limestone and brick is 
pleasing to the eye, blending into its semi-residential 
background with the help of well-landscaped grounds. 
Two hundred twenty-five feet by 200 ft., it is one of 
the largest soft-drink bottling plants in the world, 
according to the Coca-Cola Co. statement. Five 
completely automatic production lines are in op- 
eration, with room for three more installations should 
the half-million bottle productivity of the present lines 
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1. Over-all view of packaging operations in new Coca-Cola 
bottling plant. Five identical lines run parallel to each other. 
2. Five 20-bottle-wide feeds with concealed conveyors in 
basement take empties through bottle washers to packaging 
lines on floor above. 3. Close-up of feeding mechanism 
showing bottles tilted horizontally into conveyor. 4, Inspec- 
tion station as bottles are discharged from washer on to con- 
veyor. Cracked or chipped bottles are moved. 5, General 
view of inspection, filling, capping operations on all five lines. 
6. Cleaned empties (right) pass to syruper (left) which meas- 
ures exact amount of Coca-Cola syrup into each. They are 


filled with ice-cold charged water (rear) and capped automati- 


cally (right). 7. Close-up of automatic capping machine. 





prove inadequate to the needs of the company. The 
“visitors welcome” sign was the only announcement of 
the new plant’s opening, but it has remained as a per- 
petual invitation to the millions who daily drink Coca- 
Colas. A regular tour of the plant is available to all 
interested, ending with a sampling of the company’s 
soft drink product. 

The visitor sees the cases of empty bottles being re- 
turned from retail outlets for refilling and _ re-sale. 
The cases come directly from the trucks by conveyor 
to five huge bottle-washing and sterilizing machines, 
the feeds of which are on the floor below bottling opera- 
tions. Bottles are removed by hand and placed neck 
up in the magazines which feed the machines auto- 
matically and continuously. The rows of bottles—20- 
wide—are fed into the pockets of the bottle carriers in 
the interior of the machine. This covered conveyor 
takes the bottles to the floor above where they go 
through the bottle washers and pass through many 
cleaning and sterilizing operations. After a prelimi- 
nary draining and rinsing, bottles pass through six 
separate compartments in which the cleansing opera- 
tions are performed. During their travel, the bottles 
are soaked in tanks of hot caustic solution and are 
subjected to powerful hydro-caustic sprays and rinses 
that leave them clean and sparkling, 35 minutes later. 
Each of the machines handles 204 bottles per minute. 

Still moving automatically, the bottles proceed past 
inspectors to filling machines. The first of these is a 
syruping unit which measures out accurate portions 
of the Coca-Cola syrup. Bottles are spaced for pick-up 
in this 20-head unit by a worm gear operating at right 
angles to the conveyor. Spaced bottles are then 
picked up by a rotating “star” gear and taken through 
the syruping operation. Syrup is piped directly into 
these units from 1,500-gallon stainless steel tanks which 
are on the floor above. 
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Bottles are taken directly to the next half of the 
filling operation—the adding of carbonated water. 
The water is prepared in the plant from purified city 
water and carbonated gas and piped into the 50-head 
Being re- 


low-pressure filler on the packaging floor. 


frigerated, it holds carbonation easily until capped. 
Filled bottles proceed immediately through capping 
After having been cleaned, caps flow by 
gravity through stainless steel hoppers that are located 


machines. 


on the floor overhead. 
Since the syrup is heavier than water and the latter 
is added under low pressure, the mixture is not com- 


(A) Bottle Washer (B) Carbonator (C 
Conveyor Chain (G 
(K) Feed to Washers (L 


lines indicate future lines to be installed. 


Empty Case Conveyor (./ 


Air Compressors (.V) Refrigerant Compressors. 


pleted even though the bottle is capped. The con- 
veyor moves on and takes the bottles through a mixing 
Bottles are securely held, top and bottom, as 
they are turned over and over and the syrup and water 
Still moving 


unit. 
are thoroughly blended by machine. 
under conveyor power, the bottles proceed through final 
inspection under strong light and magnifying glasses. 
Bottles continue on to the packaging stations where 
they are re-packed into the wooden cases in which they 
arrived at the plant. The cases have been renovated 
in the meanwhile and are bright and clean for another 


sales’ journey. The bottles are packed automatically 


Water Refrigerating Unit (D) Filler and Capper (£) Mixer (F) Bottle 
Bottle Divider (for case-loading) (/7) Evaporative Condenser Ducts (J) Gas Chargers 


Dotted 


Upper floor houses all equipment used in actual bottling operations. 
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THE STORY IN A NUTSHELL 





PNEUMATIC 
MACHINERY COSTS 
FAR LESS IN 
THE LONG RU} 





There are two ways to purchase packaging equipment. One is to buy 
on price — the other is to buy Pneumatic. The second is the sounder 
and by far the best paying investment. For proof of that you have 
only to look at the experience and record of America’s packaging 
leaders, most of whom are Pneumatic customers simply because Pneu- 
matic machinery, due to its better construction and trouble free oper- 


ation, costs them far less in the long run. 


CARTON FEEDERS CARTON TUCKERS GROSS WEIGHERS 

CARTON SEALERS CARTON WRAPPERS PACKAGE MAKERS 

CARTON LINERS CARTON LABELERS BAG PACKERS 
NET WEIGHERS 


We’re always ready to make recommendations and assist in package 
development — free of cost and obligation. Just outline your re- 
quirements in a letter. 
PNEUMATIC SCALE CORPORATION, LTD. 
71 Newport Ave., No. Quincy, Mass. 
Branch Offices: | NEW YORK CHICAGO SAN FRANCISCO ~~ LOS ANGELES 
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into the cases, first being separated into two lines for 
proper spacing, and sent along down a long conveyor 
belt to the shipping room in the basement. There they 
are loaded immediately on trucks. An entire truck 
can be loaded in 7 minutes from each of the five loading 
stations. Or, the bottles may be conveyed to the 
100,000 case storage room on the bottling floor. 

Packaging operations are controlled from a glass en- 
closed room just outside the bottling department. The 
man at this desk has a complete view of all packaging 
activities. A loud speaker enables him to direct the 
work of all machine operators, inspectors and stock 
room attendants. His voice can reach the syrup room, 
lower floor, garage or any point in the entire plant. 

At regular intervals, samples of beverages from each 
of the five production lines come to his desk to be 
checked for the proper carbonation, exact filling height 
and Beaume (proper proportion of the mixture). 

Of seven attendants necessary to the operation 
of each bottling line, two place bottles in the washing 
machine, one does inspecting of the automatic unload- 
ing, the fourth supervises the operation of the filling 
unit and the mixing machine, the fifth and sixth 
inspect finished bottles and the seventh supervises the 
casing operation. The per capita output of each person 
engaged in packaging is upwards of 20,000 bottles per 
day, a truly remarkable performance when contrasted 
with the productivity of many Coca-Cola plants which 
were erected only a few short decades ago. 

Fifty-five motor trucks are kept busy delivering the 
production output of this one plant, a far cry from the 
mule-and-wagon and foot-power filler days President 
L. F. Montgomery of the Atlanta Coca-Cola Bottling 
Co. refers to in his announcement of the new 
plant’s opening. The planning of this automatic soft 
drink factory was done by (Continued on page 108) 


9. Close-up of machine which turns filled bottles over, mixes 
syrup and water thoroughly. 10. Magnified inspection of 
filled bottles. 11. Refurbished cases are automatically filled 
with inspected bottles and sent to 12. stockroom on top floor 
which has storage capacity of 100,000 cases or 2,400,000 bottles. 
13. From stockroom cases are conveyed to five loading stations 
in basement. One truck can be loaded in about 7 minutes 




















Producing in quantity even 
in baked goods requires ma- 
chinery for speed of opera- 
tion. A pie comes off this ma- 
chine fully wrapped ready to 
go to market approximately 
every second The picture 
shows the feeder belt placing 
the pies in cartons from where 
they go to be wrapped and 
sealed from the rolls, seen at the 
upper right of the photograph 


Machine Wrapping 


Avene who is familiar with diet habits of people all 
over the world will probably agree that no food is 
so typically American as pie. And no one is more fussy 
about that particular food. It must be fresh. 

Keeping pies fresh is a problem from the packaging 
point of view. Certainly they could be wrapped by hand 
for protection from dust and for retaining full flavor, 
but manual wrapping is a slow process, much too slow 
for large scale baking. A speedy machine is the answer. 

The machine that assembles and wraps Sidney 
Pellar’s pies does the work at the rate of 72 pies a 
minute. Cartons are formed and fed out on an as- 
sembly belt automatically at the head of the machine. 
\ feeder belt places the pies in the cartons and the 
wrapping and sealing are done from rolls at the center. 


Production has increased 50 per cent, according to Mr. 


Placed in a sturdy carton and sealed with cello 
phane, these pies go from bakery to shop o1 the 


home consumer free from dirt and crushing 





Pies thus protected not only retain their flavor 
and freshness, but they also are a boon to the 
shopper who, with armis full of bundles, must still 
try to carry home for dinner a leaky pie. These 
attractive packages have greatly increased sales 


and cut down losses, the company reports. 
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for Fresh Pies 


Pellar, since the installation of the wrapping machine. 


There are 22 varieties of these pies, each wrapped ina 
distinguishing color for content in addition to the 
printed label across the surface. For instance, green 
is for apple, red for strawberry, blue for blueberry, ete. 
In order to make the package appear even more at- 
tractive, a white lace border effect in printed cellophane 
is applied around the edge of the pie. 

The package cost itself has increased, but the com- 
pany points oul that this is more than offset by a 40 
per cent increase in sales, the great increase in produc- 
tion and a decrease of 20 per cent in stale pies, the bane 
of the bakery business. 


Credit: Design and printing by The Dobeckmun Co. Wrapping 
machine by Johnson Automatic Sealer Co., Ltd. 


































NEW BUNDLING MACHINE 


Package Machinery Co. announces an addition to its line of bun- 
dling machines. The new model is designed especially for large- 
The machine is adjustable for various sizes and 
20 to 


Packages may 


size packages. 
will produce bundles within the following dimensions: 
7'/. in. long; 13'!/; to 6 in. wide; 9 to 4 in. high. 
be bundled in dozen lots or in any desired quantity coming within 
the size range of the machine. Kraft or other strong paper 
which comprises the overall wrapper is fed from a roll and auto- 





matically cut to size by the machine. 


Separate end-labels, in 
sheet form, are sealed on both ends of the bundle by glue. The 
finished bundle is then discharged between moving belts which 
hold the folds and end-labels in position until the glue has dried. 
Speed range is 8 to 24 bundles per minute, depending on size 
of the bundles, arrangement and speed of operator. 

Equipped with automatic trips, the machine will not feed 
paper or end-labels unless packages are in position to be 
wrapped. Convenient hand-wheels take care of adjustments 


necessary for a new size bundle, as well as for changes in speed. 


BALANCE DEVICE FOR PORTABLE ELEVATOR 


Lewis-Shepard Co. have made available a special spring bal- 
ance device for easing the raising and lowering of the hinged 
section of portable elevators where fairly frequent hinging opera- 
tions are necessary. Compression springs within the cylinders 
balance the weight of the upper frame. This enables one man to 


raise and lower the frame quickly. 


NYLON BRISTLES 


Nylon bristles now are used in rotary brushes for spreading 
pasted wrappers on cereal packages at the Cream of Wheat 
Corp. plant in Minneapolis. These bristles are said to have 
twice as long a life as natural bristles and remain free from paper 
lint and paste. First nylon-bristle brush was installed in this 
plant on January 1. 
91 


Already 50 arein use. These rotary brushes 


are 2'/, in. in diameter and 8 in. long. Nylon bristles are manu- 
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factured in mechanically controlled diameters and, it is claimed, 
do not fray or split under continual whirling on a rotary brush. 
Their moisture absorption is 20 per cent less that of hog bristles. 
This allows them to retain stiffness after long hours of use in 
moisture. The bristles may be washed in hot water without 
losing their stiffness and they dry quickly. They are already 
used extensively in textile, dairy, dry cleaning, electroplating, 
bottle washing and other industries. 


CONVEYOR BELT TO PREVENT SLIPPING 


United States Rubber Co. has added a new conveyor belt to its 
line with the designation “traction top,” to prevent slipping in 
conveyed packages. It carries »-in. depressions in its °/3-in. 
rubber cover in a rough irregular design laid out in a uniform 
pattern. The belt is made in standard widths to 48 in., has a 
friction surface on the pulley side, can be supplied with any 
specified plain black cover thickness. The body is in two to five- 


ply construction employing 28 or 32-0z. duck. 


VINYL PRINTING INK 

Acromark Corp. announces a new ink for marking vinyl ace- 
tate sheeting. Application may be made by standard printing 
press methods although special machines can be built for special 
purposes if desired. It is claimed that this new ink makes hot 
branding of vinyl products unnecessary. [It contains properties 
that penetrate and have adhering qualities. Salt’ water, sun- 
shine, weather and other tests have been made with no ap- 


preciable effect on printing with this ink. 


This new unit is 
capable of effecting 
compaction or set- 
tlement of powder 
materials in barrels, 


cartons or drums. 





HYDRAULIC JOLTERS OR PACKERS 

\ new line of water-powered hydraulic packers and jolters has 
been introduced by The Syntron Co. These are for effecting a 
dense compaction or settlement of materials in barrels, cartons 
or drums, particularly of light, fine powder materials that are dif- 
ficult to pack. This jolter is made up of a deck plate on which the 
barrel, drum, carton or other container to be filled or packed is 
placed and a hydraulically operated cylinder lifts the table and 
drops it with a sharp jolt approximately once per second. The 
speed of the jolts per minute as well as the overall lift are con- 
trollable by a hand valve in the water line. Water pressure of 
Where 


lower pressures only are available, a small electric motor-driven 


about 50 Ibs. per square inch is required for operation. 


pump with a closed circuit can be supplied to operate the jolter. 





































TYPE OF DIE CUT CARTON HANDLED ON THESE MACHINES 


IT HAS HAPPENED 


In Hundreds of Plants 


USING THESE CARTON PACKAGING MACHINES 


At first it may seem that your plant is different but upon investigation 
you will probably find the same results can be realized as are daily being 
realized in progressive plants in all sections of the country. These results 
are SAVINGS . . . not only in money but in time and floor space. For 
example, the PETERS JUNIOR CARTON FORMING AND LINING 
MACHINE, illustrated, sets up 35-40 cartons per minute, requiring one 
operator. The cartons then drop onto the conveyor belt where they are 


carried to be filled. The space required for this machine is 3’x 4’. Machine 





can be made adjustable. 


PETERS JUNIOR CARTON FORMING 
AND LINING MACHINE 


After the cartons are filled, they are conveyed into the PETERS JUNIOR 
CARTON FOLDING AND CLOSING MACHINE, illustrated, where 
they are automatically closed, requiring no operator at speeds of 35-40 
cartons per minute. The space required for this machine is also 3’ x 4’. 


Machine can be made adjustable. 


By comparing this production with your present production on this 
type of carton and determining the cost involved in each case, you will 
see why “It Has Happened in Hundreds of Plants Using These Carton 
Packaging Machines" and can happen in your plant too. 





Send us samples of each size carton you are interested in handling and 


JUNIOR CARTON FOLDIN , , - ‘ 
PETE ND CLOSING MACHINE.” we will promptly recommend equipment to meet specific requirements. 


PETERS MACHINERY CO. 


4700 Ravenswood Avenue, Chicago, Illinois 
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Arthur S. Thompson, General Manager of the Geo. H. Morrill 


Co., division of General Printing Ink Corp., announces the 
Crowell as Sales Manager. Prior to Mr. 
Crowell’s present affiliation he was Sales Manager of the Chemi- 
cal Dept. of the E. F. Houghton Co., Philadelphia. 


appointment of R. 





RICHARD P. SWARTZ R.S. CROWELL 


Richard P. Swartz, Vice President of the Crown Can Co., has 
been promoted to Assistant to the President. Mr. Swartz’s 
promotion was made recognition of more than twenty years 
of outstanding service with Crown Cork & Seal Co., Inc., during 
which time he rose from Assistant Foreman to Manager of the 
company’s machine shops in Baltimore. Mr. Swartz is a special- 
ist in high-speed machinery and modern production technique. 
He is amember of the American Society of Metals and The Ameri- 


can Society of Tool Engineers. 


Chewing gum manufacturers, with confidence in the future 
and anticipating restricted deliveries because oi the defense pro- 
gram, are placing machinery orders as much as a year in advance, 
George A. Mohlman, Vice President of Package Machinery 
Co., reports. Several companies, he said, have already placed 
orders in excess of $150,000 for delivery in August 1942. “We 
are in a position to take care of our customers’ needs,” Mr. 
MohlIman_ states, 


ments.” Payment of a cash bonus to all factory employees of the 


“without curtailing our defense commit- 


Package Machinery Co. in recognition of a new high record 

shipments for any one month in the history of the company, 
was announced this month by Roe S. Clark, Treasurer. This 
was the eighth 


be paid since the plan of “shipment bonus” 


was originated by the company in 1917 


In line with a policy to be of fullest assistance to the govern- 
ment in the defense program, John J. Brossard, Vice President 
in charge of the Eastern Division of Container Corp. of America, 
1 Washington. 
follows the suggestion by the Priorities Division of the Office of 


has been assigned to full time duty This move 
Production Management that manufacturers and producers 
specifically assign special members of their staff to handle pri- 


ority and defense matters. 


The American Can Co. has transferred its Buffalo office to 


Rochester, N. Y. 


Champlain Corp. announces a change in its location in the near 
future from Garfield, N. J., to New York City. The present 
plant at Garfield being acquired by the Chicago Pneumatic 
Tool Co. and will be utilized for production in the defense 
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program, Pending completion of the Champlain Corp.’s new 


facilities, their activities will be carried on at Garfield. 


Panellit Displays, Ine., manufacturers of neon and fluorescent 
signs and displays have appointed Alan Fink Eastern Sales 
Manager with headquarters in New York City 


Dr. John Campbell, technical director of the International 
Paper Co. since 1929, has resigned to accept a position with the 
Reynolds Metals Co., where he will be in charge of the plant ef- 
ficiency department devoted to the analysis and improvement 
Donald G. Dunn, Sales Promotion 
and Advertising Manager of the Reynolds Metals Co., has been 
appointed Assistant to Vice President and General Sales Manager, 
J. Louis Reynolds. 


of manufacturing methods. 


On Sept. 9 the Chain Belt Co. of Milwaukee celebrated its 
50th anniversary. Founded in 1891 for the purpose of producing 
an improved type of detachable chain, then used largely on 
agricultural machinery, it has since expanded activities until it is 
today one of the largest producers of chain belts, construction 
machinery, elevating and conveying equipment and other re- 
lated products. The company was incorporated in 1892 with an 
authorized capital of $21,000. Increases from time to time have 
brought this up to the present-day capitalization of approxi- 
mately $7,300,000. 








Daniel E. Maxfield, Sales Engineer of Stokes & Smith Co., 
Philadelphia, died Sept. 1, after an illness of several months. 
Mr. Maxfield was associated with the company’s Packaging & 
Filling Division since 1919. 


John F. Jelke Co., manufacturers of food products, announces 
the appointment of James M. Elliott as General Sales Manager. 
James T. Jensen was made Manager of the newly created Mer- 


chandising Dept. of that company. 


At a recent directors’ mecting of Union Carbide and Carbon 


Corp., Fred H. Haggerson was elected a director. 








THE STOKES & SMITH FILLER & 
SEALER @ PRODUCTON 25 TO 
150 PACKAGES PER MINUTE 

























Packaged on the S & S Filler and Sealer, soft drink 
powder, chocolate powder, coffee, or any free- 
flowing material is accurately filled, tightly sealed 
and speedily delivered. One, two, or three filling 
machines can be used with each sealer . . . for pro- 
duction of from 25 to 150 packages per minutel 
Ask about it; write 






STOK EXRSYMITH © 


PACKAGING MACHINERY PAPER BOX MACHINERY 


FRANKFORD, PHILADELPHIA, U.S.A. 


OCTOBER °¢ 1941 














The Sixth Annual Modern Plastics Competition was opened 
to the public in the Chanin Building, 122 EK. 42nd Street, New 
York City, September 24. More dramatic than ever are the 
miracles of modern industrial development that will be on ex- 
hibition through October from 10 A.M. to 4 P.M. daily except 
Sundays and on Saturdays from 10 to 12 noon. 

Of the more than 900 entries, defense looms above all other 
classifications—including plastic bombers, plastic gun turrets, 
plastic observation hatches for planes, plastic radio shafts, 
plastic sheaths to prevent icing of planes flying in sub-zero tem- 
peratures, a plastic weather gauge that can be sent up in a balloon, 
which bursts in the air and allows the “radiosonde-track” to drift 
back to earth broadcasting the weather conditions as it descends. 

On the luxury and novelty side are delicate plastic bridal veils, 
plastic Christmas trees that glow in the dark—and even a whole 
transparent boat complete with oars. 


The Super Market Institute, convening at Philadelphia in 
mid-September, rode rough-shod over William H. Albers’ pro- 
tests and by unanimous vote again elected him their president. 
M. M. Zimmerman was again appointed Executive Secretary. 
Four Vice Presidents are: Joseph Weingarten, President, J 
Weingarten, Inc., Houston, Tex.; F. E. Zeuch, Wieboldt Stores, 
Inc., Chicago; Sidney Rabinowitz, Economy Grocery Stores 
Corp., Boston; Charles Crouch, Lucky Stores, Inc., Oakland. 
Edward L. Anderson, Penn Fruit Co., Philadelphia, was elected 
Treasurer and L. A. Johnson, Johnson’s Foods, Inc., Syracuse, 
Secretary. 

Packaging high spot of the convention was a demonstration 
of meat wrapping conducted by du Pont’s J. D. Rankin. John 
Guernsey, Bureau of Census Economist, presented statistical 
evidence of the super-market’s growth, the 1941 count being 
approximately 10,000 stores doing 22 per cent of all food store 
business. Meanwhile the Super Market Institute membership 
has tripled in a single year. 


Industrial Uses of Color is the title of the latest series of color 
studies released by the Eagle Printing Ink Co. This deals with 
the effect of color on the attitude and efficiency of the worker. 


**The Earhart Color Plan” is among the interesting new efforts 
to reduce color to system. The theories of color combinations 
and color effectiveness are reduced to a minimum of explanation. 
Extremely practical feature is the demonstration case, illus- 
trating color combinations against various backgrounds. Color 
harmony, elements of contrast, mixtures of colors are all dis- 
cussed briefly but authoritatively. Ingenious masks provide a 
method of color analysis which will prove very revealing. [ts 
author, the late Prof. John F. Earhart, was, for many years, head 
of the Art Department of the University of Cincinnati—a life- 
long exponent of practical uses of color, especially from com- 
mercial points of view. This color plan should prove useful to 
any one interested in selecting color combinations for packaging. 
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The panel discussion on “Job, Salary and Employee Rating,” 
conducted at the National Metal Trade Assn. Convention, has 
been issued in pamphlet form. Copies are available on applica- 


tion to the secretary in Chicago. 


Acme Steel Co. news bulletin describes the many tasks per- 
formed by steel strapping in the defense program—the use of 
steel straps for pursuit plane exports, lend-lease food shipments, 
army and navy requirements, relief shipments, etc. 


The annual convention of the Packaging Institute, Inc., will 
be held October 16 and 17 at the Westchester Country Club, 
Rye, N. Y., according to announcement by C. H. Lambelet, 
President of the Institute. 


American Management Assn. at the request of OPM held a 
meeting in New York on September 26 to discuss the alarming 
shortage of shipping containers. More about this in a subse- 
quent issue of Modern Packaging. 


A standard method of content marking for boxes of facial 
cleaning tissues which will give the user complete and accurate 
information as to the contents of any package has been coopera- 
tively developed by Weights and Measures Officials and the 
manufacturers of facial cleansing tissue. Details may be ob- 
tained from The Tissue Assn., New York City. 


Textile Color Card Assn. has issued to its members a collec- 
tion of high fashion colors for the 1941-42 resort and cruise 


season. The colors follow a sea-and-beach theme. 


Complete substitution of non-essential composition metal for 
aluminum foil has been announced by the Display and Container 
Division of Reynolds Metals Co. These new containers of com- 
position metal foil are finding ready acceptance in the food field. 
They are useful in connection with products which require pro- 


tection from light to prevent spoilage. 


Packed with value is a pocket-size booklet issued by the Na- 
tional Adhesives Division of National Starch Products, Inc. 
The booklet pioneers in presenting to adhesives users very prac- 
tical points for avoiding labeling troubles and points on how to 
cure labeling difficulties. A splendid example of how an indus- 
trial supplier can inform his customers about how to obtain 
maximum satisfaction from his products. 


The work of the research chemist-engineer is manifest on 
every page of a folder issued by the Ault & Wiborg Corp. en- 
titled, “The Facts About Protective Drum Linings for Steel Con- 
tainers.”” In it will be found specific information regarding types 
of linings for drums to contain different kinds of products such as 
mineral oils, coal tar solvents, organic oils and food products. 
Also directions on how to use and apply these drum linings. 
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Two-way Lam- 
son belt con- 
veyor in large 
biscuit plant. 
Top belt brings 
empty caddies 
from floor 
above. Lower 
belt delivers 
filled caddies to 
spiral chute 
leading to ship- 
ping or storage. 


Orders are assembled on 
trays pushed along the 
right-hand gravity con- 
veyor. When completed, 
the tray is shoved over to 
the live-roll conveyor in 
the center, whence it 
travels to the packers. 
American Chicle Co., 
Long Island City. 


@ Higher taxes .. . a shorter work week .. . higher 
wages .. . with defense jobs fast draining the available 
number of skilled workers. Month by month, the need 
for narrowing every production process down to its 
simplest form becomes more of a dollar-and-cents 
necessity. It’s no longer a question of “‘less profits,”’ 
but often a problem of staying in business. 


@ Lamson engineers are playing a leading role in 
working out practical solutions to these problems. 
Their efforts have been outstandingly effective, par- 
ticularly in the many process industries where the 
cost of moving materials through the plant is a major 
part of the total production cost. 


@ In Lamson conveyor systems, work always moves 
forward by the shortest, straightest route. Backtrack- 
ing and crosshandling are entirely eliminated. Process 
time is reduced by a better coordination of operations. 
Human motions are simplified, producing a rapid, ‘‘end- 
less flow’? movement in which every worker and every 
machine is continuously engaged in productive work. 








% Send today for a free copy of our 
new Package Conveyor folder. It shows 
how nationally known companies are 
using Lamson Conveyors. 


WV bye), mee) ate) 7. walel, 


710 LAMSON STREET SYRACUSE, NEW YORK 





























The Peoples’ Choice 


The basic reason for the use of Lusteroid rigid cellulose 


vials and tubes for sale and sample packaging by so many 
manufacturers of drugs, cosmetics, petroleum products, 
pills, powders, tablets and small objects is the ever in- 
creasing demand for these colorful containers by the people 


of this country 


gone choose Lusteroid because its colorful, 
smooth, unbreakable and compact. But manufacturers 
have other reasons for their choice, as well. Lusteroid is 
lightweight and practically unbreakable. This means 
economies in packing and shipping, eliminating heavy 


and expensive wadding and filling. And color, as well 


as multicolor labels, is integral with Lusteroid packages. 


LUSTEROID CONTAINER CO. Inc. 


Formerly Lusteroid Division of the Sillcocks-Miller Company 


10 Parker Avenue, West * South Orange, New Jersey 
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YU. 8. patent digest 


This digest includes each month the more important patents which are of 
interest to those who are concerned with packaging materials. Copies of pat- 
ents are available from the U. S. Patent Office, Washington, at 10 cents each. 





LIQUID DISPENSER. _L. Beeh, Long- 
meadow, Mass. U. S. 2,252,543, August 
12. A liquid dispenser made up of a con- 
tainer having an opening equipped with a 
closure comprising a rigid integral member 
attached to the container and having an 
orifice. A deformable integral member ex- 
tends between the rigid member and the 
container to form a liquid-tight seal and 
another portion with a tip projecting 
through the orifice to seal it through the 
elasticity of the deformable member after 
the application of external pressure to tip. 


FOUNTAIN TOOTH BRUSH. T. W. 
Fischer, Columbus Grove, Ohio. U. S. 
2,253,514, August 26. A fountain tooth 
brush consisting of a handle, a brush head 
formed on the handle, a dentifrice con- 
tainer mounted for movement on the 
handle, a housing for the bristles of the 
head and carried by the container for dis- 
posal into and out of the enclosing portion. 
Means are provided for receiving and dis- 
pensing the dentifrice from the container 
onto the bristles. 


FOUNTAIN APPLICATOR. J. Gutier- 
rez, Havana, Cuba. U. S. 2,253,779, 
August 26. Anapplicator for the contents 
of a container which includes a brush with 
a ferrule, bristles secured to the ferrule, 
means for mounting the ferrule with re- 
spect to the container for the passage of 
the contents of the latter within the fer- 
rule. The ferrule has an outlet leading 
between its ends and a recess extending 
longitudinally from the opening of the 
outer end of the ferrule for directing the 
contents to the bristles. 


RECEPTACLE. G,. J. Forman, Union- 
ville, Conn. U. S. 2,251,565, August 5. 
A receptacle made up of a single sheet of 
material folded so as to have a horizontal 
bottom wall and vertical side and end 
walls hinged thereto. The bottom wall is 
provided with a pair of spaced parallel 
bending lines, one being near the end wall, 
and the other adjacent thereto. Tearing 
lines are provided which coincide with 
other bending lines which may be brought 
into adjacency with the outside portions 
of the side walls. The tearing lines will 
coincide with one bending line in the end 
walls of the overlapping relation. 
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CONTAINER FOR BAKED GOODS. 
A. G. MacIntyre (to Jay M. Leach Co., 
Dayton, Ohio). U.S. 2,252,297, August 
12. A container consisting of a pan in 
which the goods to be baked are placed. 
The container is made from fibrous sheet 
stock adapted to char slightly and become 
breakable after subjection to the baking 
temperature. The container has a rim 





from which extends sloping sides and a 
bottom formed upward in an inverted V- 
shape to provide partitions. The tops 
of the partitions are perforated so that the 
pan may be readily broken apart midway 
of the partitions after it is charred. Inter- 
locking notches are provided near the ends 
of the band to hold the band drawn taut 
around the rim and cover and extending 
at right angles from an edge to the middle 
of the bead. The notch at one end corre- 
sponds with the edge opposite to the notch 
on the other end. 


FOOD PACKAGE. A. G. MaclInytre (to 
Jay M. Leach Co., Dayton, Ohio). U.S. 
2,252,298, August 12. A food display 
package made up of an inner supporting 
band, a pan supported intermediately be- 
tween the top and bottom edges and a 
transparent cover disk resting on the top 
edge of the band. The cover is provided 
with a series of ventilating inflections in 
the upper edge of the extending portion. 
A rigid support is provided for stacking 
these packages while ventilation is main- 
tained for the under packages. 





JEWELRY CAS M. L. Rathbun, 
Salamanca, N. Y. U. S. 2,253,212, Au- 
gust 19. A container consisting of a body 
and cover and a member for mounting an 
article. This consists of a split ring of 
spring-like material to engage and secure 
the article. The base wall has a sup- 
pressed area which conforms to the con- 
tour of the base member so that the sup- 
porting element may assume either of two 
positions with respect to the receptacle. 


PAPER CONTAINER. — T. P. Guild (to 
Monowatt Electric Corp., Providence, 
R. I.). U. S. 2,253,974, August 26. A 
container for a cord set comprising a body 
with side and end walls extending from the 
respective opposite ends with a tab carry- 
ing a free edge for each end wall positioned 
adjacent to the inner surface. The tabs 


carry a recess formed therein extending in- 
ward from the outer edge. The tabs are 
arranged to coincide throughout a portion 


of their areas forming openings in the con- 
tainer. The cord set comprises a length 
of cord formed into a coil and having a 
wiring device secured to each end thereof, 
the coil being positioned in the container 
with each end of the cord extending 
through one of the openings to support wir- 
ing devices on the outside of container. 


FRICTION CLOSURE CONTAINER. 
W. L. Rutkowsky (to R. C. Can Co., St. 
Louis, Mo.). U.S. 2,251,808, August 5. 
A friction closure container made from a 
fibre body with a sheet metal ring secured 
thereto. The ring provides an open end 
for the container body. The metal of the 
ring is drawn to form a securing flange. 
A friction plug type closure for the ring 
has an inverted depressed portion forming 
a vertical inner wall terminating in an up- 
ward folded portion to provide an outer 
vertical friction wall adapted to engage the 
friction ring wall. The flange has rolled 
portions, while the remaining portions are 
flattened to provide lower prying surfaces. 


FOLDING MACHINE. H. Forst and 
KE. M. Norton (to Forst Packing Co., Inc., 
Kingston, N. Y.). U. S. 2,251,671, Au- 
gust 5. A folding machine comprising a 
platform having a base and a pair of side 
wings extended outwardly therefrom and 
adapted to receive a sheet material carry- 
ing a commodity, a continuous conveyor 
carrying said platform, said conveyor be- 
ing adapted to feed said platform past a 
plurality of folding stations, means at one 
of said stations for folding one of said 
wings over said base, means at a second 
station for retracting said wing to its 
original position, means at a third station 
to fold the second wing over said base and 
means at a fourth station for retracting 
said second wing, thereby leaving the 
material folded in package form on base. 


PAPER FEED. C. H. Petskeyes and I. 
Gellman (to Gellman Manufacturing Co., 
Rock Island, Ill.). U.S. 2,252,028, Au- 
gust 12. A wrapping machine equipped 
with power drives, adjustable web feed- 
ing means, web severing means and 
cyclically operated actuating mechanism 
arranged to effect the feeding and severing 
of one strip of sheeting of successively de- 
termined length for each cycle of operation. 
The wrapping mechanism is constructed 
to complete one cycle and part of another 
during each operating cycle of the wrap- 
ping mechanism following the operation 
of the clutch means. The webbing may 
be partly advanced at the completion of 
each wrapping cycle to prevent the severed 
portion of the web from becoming fixed 
following each severing operation. 
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OUR NATIONAL EMERGENCY CALLS FOR SPEED IN ALL LINES inctucins 


printing, and with the demand for larger outputs, comes also 
the call for greater accuracies and economies. 


The newest model 
“streamlined 


Beck Sheet Cutters 


equipped with Ampli- 
dyne Electric Eye, and 
Sheet piler with auto- 
matic lowering table 
constitute equipment 
for “spot sheeting” 
which has met the most 
exacting requirements of 
some of the countries 
foremost concerns. 


The closer tolerances, 
the fidelity of perform- 
ance, and the elimina- 
tion of the human eque- 
tion has been the reason 
for their choice of 


BECK machines. 











Tell us—just what are 
your sheeting problems 
or troubles? 


CHARLES BECK MACHINE COMPANY 


13th & Callowhill Sts. Philadelphia 


OLSON SHOWMANSHIP 
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OLSON DESIGNERS 


160 W. WALTON STREET, CHICAGO + MICHIGAN 7676 
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Ersatz for Cosmetics 


(Continued from page 43) longer available, they can 
eliminate this. They have been toying with the idea 
of decorative caps made of wood glued over an ordinary 
metal screw cap like those used on drug bottles, since 
the latter might still be available because they require 
very little metal. The same design could be adopted 
by using a plastic cap of black or brown for the pro- 
tective part of the closure. This would be an alterna- 
tive if it became difficult to obtain a variety of colored 
plastic caps made with custom molds. Some of the 
folding cartons used to enclose these bottles are covered 
with foil. Experience of the foreign companies showed 
that foil might have to be eliminated. In anticipation 
of such a situation, Hudnut started two years ago ex- 


perimenting with lithographed cartons to replace foil. 
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Thus, when present foil supplies are used up, Hudnut 
will be able to replace with lithographed cartons, similar 
to those they are now using for some of their line. 

A metal shortage would be most troublesome in 
connection with compacts and lipstick containers. To 
date no solution to this problem has been found. 
Plastics are a good substitute, but might become as 
difficult to obtain for luxury goods as metals. Experi- 
ments are being made with leather containers and with 
wood, which would require much less metal than 

Many companies may push the 
Also, American companies might do 


present designs. 
refill business. 
What has been done in many other countries for years. 
In Denmark, Holland, Sweden— long before the war 
refunds were offered for the return of metal compacts 
and lipstick holders. 

An increasing number of companies have adopted 
fibre cans for powder during recent years--which puts 
them in a favorable position so far as metal is con- 
cerned. Fewer and fewer metal cans are being seen 
in fall lines. In 1937, Shulton, Ine., distinguished 
itself for the interesting treatment of this type of 
container for its American Old Spice powder and later 
for its Friendship Garden. This company is also in a 
favorable position in that it uses glass closures to a 
large extent for bottles, which are reproductions of 
early American glass. This company reports essential 
materials on hand for at least a year and a half. Ma- 
terial for their new all-plastic Desert Flower containers, 
they have on hand in sufficient quantity to carry them 
for the rest of 1941. After that, no one can predict 
what will happen, but they are looking forward opti- 
mistically with many ideas to meet new conditions. 

Several significant changes ‘have been noted in the 
packages of Parfumes Charbert, Inc. Their gift set 
for men contains a new tin alloy cylinder for tale, 
formerly made of aluminum. The closure caps on 
the alligator grain flask bottles are now metal-—but 
may later be changed to brown and black plastic. 


12. Coty’s L’Aimant in pottery 
shows another container medium 
that is gaining wider usage. 13. 
Daggett & Ramsdell’s current line 
of lipstick, powder and rouge con- 
tainers. All cosmetic houses will 
be in the same boat if a shortage of 
metal should arise for this purpose. 
So far no satisfactory substitute for 


metal lipsticks has been discovered. 



















































y *NEWS SERVICE 
Hew D “variable designations 


* LABELLING CHANGES EPIDEMIC 

*& AUTOMATIC LABEL INSERT FEEDER 
* CARBON PAPER AND RIBBONS 

* LACQUERED, VARNISHED SURF’ES 
* FIVE PLASTIC APPLICATIONS 





LABELLING CHANGES epidemic! Regulations; 
stipulations; priorities; synthetics; substitutions; 
weight, size, content reductions; higher costs; 
price changes! What to do? Install a Markem 
Printer. Stop label obsolescence and waste. 
Make changes almost instantly, right where you 
stock, pack, ship. Many models. Send us sample 
labels. Indicate range and nature of changes. 


Al ITOMATIC LABEL INSERT 
~~ aa = viapPing machines. Not Ours, but 
e a - . sa . . q Pe 
It feeds stock ePwiatie.. endian 
: nts 


FEEDER now on 


Cuts off up to 214” 
* S + ag = 
StOPs at predetermined count. 


too. atics 
ae All automatically, 


634"; Stacks; 
t. Does other things, 
It’s a natural for that 

Ask about Model 125 


MAKE CARBON PAPER AND TYPEWRITER 
RIBBONS? Don’t be satisfied with blurred, in- 
distinct size, color, weight, finish, width marks on 
setup boxes and metal containers. Make them 
sharp, clean, legible, quickly identifiable to sug- 
gest that these products do make cleaner = 
pressions. There’s Markem equipment to do 
this work better, faster, at less cost. Send some 
empties; we'll show you. 


\RNISHED SURFAC 
\ identification? aces 
fm peencial formula inks , nd over seman . 
nt on everything fro paper to pin ics. 
_ ; astics, 
fon >. **NO trouble 


= fe machines, “14 Changes, 
se 


FIVE PLASTIC MARKING ada on 
for packages, containers, displays, etc. P —_ 
‘em: Surface application of one color. — 
application of two colors at one —_ a 
Plain indentation, without color, ne — 

effect. Simultaneous indentation — —— 
with embossed effect. Stamping wit Ang . “a 
We fit the application to the part, mot the par 


the application. 





MARKEM MACHINE COMPANY 
INDUSTRIAL MARKING HEADQUARTERS 
MARKING srasoinc-nocxrine MACHINES 
For IDENTIFICATION * APPEARANCE * INSTRUCTION upon 


METAL « PLASTIC * GLASS * HARD RUBBER 
WOOD « FIBRE * LEATHER « FABRIC 


PRODUCTS * PARTS * CONTAINERS 
40 Emerald Street Maan a New Hampshire 





















Color is only PART 


of the Packaging Picture! 









CELLUPLASTIC CONTAINERS 







SEAMLESS © SHATTERPROOF © FEATHERLITE 


COLORFUL © PROCESS-LABELED in manufacture 


Shatterproof, CELLUPLASTIC containers need no coddling 
wraps or cartons. They travel safely without EXTRA, costly 
protection. That's important in these days of mounting costs, 








CELiVPLasrTics 
HYCOLOID—CLEARSITE for full details. 


CELLUPLASTIC 
CORPORATION 


50 AVENUE L NEWARK, N. J. 






New York Display Offices—626 Fifth Avenue 











Colorful containers appeal to the eye; make your 
package easier to identify. There are other im- 
portant factors, too! Factors that mean safety and 
economy. That's why so many modern profitable 
items are packaged in 


They stand up better in contrast to brittle con- 
tainers, because they are shatterproof; cost less 
to ship because they are 80% lighter than glass. 
Process-labeled surfaces assure lasting message, 
even during re-use periods 


and scarcity of raw materials. 
Test them yourself; see how 
they stand up, and attract the 
eye. 





Write To-day 
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The leatherette treatment of the bottle, naturally, 
will make them easily adaptable for dark-colored 
plastic closures, which will be easier to get than other 
colors. A metal rim on the satin-lined box for their 
jewel bottle may have to be eliminated, but this can 
be done without any impairment of the beauty of the 
package or its design. 

Although there will be no shortage in glass, there 
will definitely be a trend toward the use of more stock 
bottles. John Hudson Moore’s new line of men’s 
toiletries shows ingenuity of decorative treatment 
for a stock bottle. The idea for a line of toiletries with 
special appeal to sportsthen originated with a group of 
men on a camping trip. Later investigation revealed 
that there were more men devoted to hunting, fishing 
In fact, 
those holding licenses throughout the country ran into 


and boating than to any of the other sports. 
millions. Mr. Moore decided to make these sports 
the subject matter for decorating the containers. After 
considerable experiment with a wide variety of ma- 
terials, it was found that a simple, rectangular bottle 
with designs in the natural colors of the subjects and 
imprinted by the silk screen method was most success- 
ful. The background imprinted on the outside of 
the back of the bottle with the sportsman subject on 
the front has created a very interesting third-di- 
mensional, atmospheric effect. A wooden outer cap 
into which a plastic screw cap is glued makes an ap- 
propriate closure for the bottle. 

The new Luxor line of toiletries reveals several points 
which would prolong the necessity for change in case 
of shortages. This company has introduced an 
interesting collection of fancy glass dressing-table 
re-use containers for its powders and perfumes, for 
which refills may be obtained. They also make attrac- 
tive use of fibre cans. For their hand cream, they 
show a conservative use of plastics by using a closure 
which has only the rim of plastic while the rest is glass. 

The larger companies, in general, have supplies on 
hand for immediate needs and to cover at least six 
months or a year. The smaller ones, with less ad- 
vantageous buying facilities, are not in as enviable a 
position. As one little fellow put it, “If you are a 
carload buyer, you can get anything, but if you are a 
small purchaser, it’s tough going.” 

Another group which may contribute a great deal in 
the way of finding substitutes are the makers of novelty 
toiletries and perfume packages. Usually they produce 
for the popular-priced market in chain and syndicate 
stores, where they must meet stiff price competition, 
yet make a small profit on large quantities. Their 
ingenuity is being taxed to the utmost by today’s 
rising prices for materials, yet to produce their goods 
for sale at a price at which they can make a profit. 

One of the outstanding firms in this group is Karoff, 
Ltd. This company sells millions of novelty gift 
toiletries from perfume atomizers that look like minia- 
ture cannons to bubble bath boxes that look like a 
jack-in-the-box. A group from this company’s line 
was selected for illustration to show how they are 
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solving some of the troublesome packaging problems. 
Note, for example, the hour glass of metal. To avoid 
the possibility of having to discontinue this item 
because of an inability to obtain metal, it is being 
redesigned in wood. The company sells a perfume 
bottle, which is so shaped that it can be re-used as a vase 
for flowers. This formerly had a metal screw cap. 
The metal caps were no longer available, but the com- 
pany had a large stock of the bottles on hand. They 
also had corks. However, without the decorative 
piece, the bottles were not fit for sale unless something 
was done. The difficulty was overcome by using a 
simple cardboard tube covered with a foil-substitute 
paper. This fits neatly and effectively over the top of 
the bottles. 
planned, a miniature drum for bubble bath was made 
of paper board. 


Instead of being of metal as originally 


\ manicure set originally planned 
for a plastic box is now housed in miniature colored 
straw flower baskets. A miniature plastic floor lamp 
container to hold three bottles of perfume is being 
redesigned with wood base and cloth shade. When 
it was found difficult and expensive to obtain a wood 
turned base for the palm tree perfume bottle, the 
company solved the situation by finding a small wooden 
stock washer, which, when painted a bright color, does 
the trick just as well. 





Robot Plant 


(Continued from page 96) Mr. Montgomery in col- 
laboration with the late R. V. Haslett of The Liquid 
Carbonic Corporation, George Croft) and George 
H. Bond, architects for the building. 

The plant is built on a square block bought for the 
purpose by the company. The area of the block is 
368 ft. by 500 ft., allowing a great deal of space for 
light and air (and future expansion) on every side of 
the 200 ft. by 225 ft. plant. The open area is planted 
in grass, boxwood and shrubs, giving an institutional, 
park-like effect to the building. that lends definite 
prestige to the product. 

The entire effect is one of quiet elegance and sim- 
plicity and the results indicate an efficiency unparalleled 
in bottling history. The machines were planned and 
built especially for this layout-—they even say, “Drink 
Coca-Cola,” on their metal exteriors. The Atlanta 
Coca-Cola plant is a monument to modern packaging, 
a fine example of what can be done with modern ma- 
chinery and intelligent planning. 


Credit: Superkleen Bottle Washers, Kwik-Kleen Water Polishers, 
Red Diamond Water Refrigerating Units, **Magic” 
Liquid Low Pressure Syrupers and Fillers, Rotary Crowners, Spin- 
ner Type Beverage Mizers. Inspection Stations by The Liquid 
Carbonic Corporation. Case-Fillers by Standard-Knapp Corp. 


Carbonators, 


Yundt Exrpello cap cleaners by Michael Yundt Co. 



































.. . here’s one 
packaging worry you 
can strike off 
your list— 














DELIVERIES 


METAL EDGE package users certainly have 
reason to congratulate themselves today .. . 





, Since you go to great pains to 7 —Y FOR Feet Se eee 
Geogr end poperecopyruhy | ‘ROKBSINMEDIATELY AVAIL 

, not be sure that the ink which Y/ o WHEN THEY NEED THEM. 

. displays your message is the 77» 

J best you can obtain? Morrill Vy By the METAL EDGE packaging method they 
) will help you select the correct ] “ assemble their own boxes as required, from 


yy,» Yy “flats’’ delivered ready to use. Flats for t 
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up boxes. An unskilled worker can assemble 
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e thousands of boxes a day. The STRONGEST 


//, scuff-proof inks as well as 
other specialties to fit your - PAPER BOXES possible, too! 
, requirements. Let's talk it over; 7 Look into METAL EDGE packaging as an 


j we think we can help you answer to several of today’s most pressing 
, problems. A line will bring you the interest- 
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NATIONAL METAL EDGE BOX CO. 


334 North 12th Street, Philadelphia 
Packaging Method — Strongest Paper Box 
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OPM’S Platform for Pulp 


(Continued from page 39) have rendered such auto- 
cratic controls unnecessary: one is the fact that acute 
shortages of the raw materials of this industry did not 
appear as early as in the case of some of the metals; the 
other is the fact that this branch of the OPM fortunately 
has to deal with reasonable and patriotic business men 
whose attitude and actions are worthy of the sincerest 
commendation and whose practical cooperation insures 
the success of the plan. Specifically, the two groups 
whose actions have provided the pattern are the Folding 
Paper Box Assn. and the Packaging Institute. 

The latter group appointed a committee to discuss 
with OPM what curtailments and economies could be 
effected in the uses of paperboard, while the former 
group, meeting in Chicago, August 26, selected repre- 
sentative men of the industry whose practical sug- 
gestions, coupled with those of Packaging Institute’s 
committee, pointed the way for a method whereby the 
Gordian knot of red tape could be cut completely and 
problems solved with business-like reasonableness. 
Particularly, this has meant avoiding the use of priori- 
ties and allocations, themselves terribly wasteful of 
paper and printing, the very materials the branch was 
formed to conserve! 

Briefly, the objective will be to “stretch every ton of 
pulp over more square yardage,” a possibility inherent 
in the material itself, dependent only on self-imposed 
curtailments in sizes and gauges, accompanied when 
possible by increases in the number of units per package. 
Such self-policing will reduce or eliminate, for the time 
being, all that is unnecessary in packaging. 

Incidental to its main conservation program will be 
recommendations issued to army and navy purchasing 
organizations, pointing to possible savings in paper and 
packaging materials of various kinds. Though the 
powers of the Pulp and Paper Division in this direction 
are only recommendatory, their suggestions have al- 
ready borne fruit because of ready acceptance. Salvag- 
ing of waste paper will prove another virgin field for con- 
servation. Readers of Modern Packaging will recall 
the articles on this subject by the English contributor, 
Denys Val Baker, which have almost a crusading tone 
in view of what is happening here. Local movements 
for waste collection have begun; these should be en- 
couraged everywhere. 

The method whereby the main objectives of the Pulp 
and Paper Division are to be attained is through the 
setting up of a broad committee system, the organiza- 
tion of which will be announced shortly. Modern 
Packaging will present full details to its readers at the 
earliest possible moment. “This system,” in Mr. Me- 
Kenna’s words, “shall not be too cumbersome, but shall 
derive on one side of a transaction the recommendations 
of the manufacturer or converter of these materials and, 
on the other side of the transaction, the recommenda- 
tions of the user. Standing in the middle, the Branch 
can thus direct the relationships of both so that the 
primary objective of permitting industry to accommo- 
date itself to the defense requirements in the ordinary 
commercial process can be attained.” 

In some way, the shortage of 33 per cent in available 
material must be made up in order to provide for de- 
fense requirements. Can normal civilian production 
“pull in its belt” sufficiently to provide for these defense 
needs? At the same time can it keep its own business 
going, obviously not as usual, but on a basis that will 
insure its own continued existence and the preservation 
of the jobs of the 900,000 workers? 
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This is a challenge. The struggle in which the whole 
world is now involved is a conflict to the death between 
the independent cooperative form of life and regimented 
industrial slavery. Already in this country extreme 
urgency has imposed governmental controls in many 
fields. Paper, pulp and related products, in which 
packaging looms so importantly, have so far escaped. 
To be most effective in this conservation plan, the vari- 
ous groups concerned with this basic raw material 
should all be kept intact and operate as a single unit. 
Pressure has already been brought to bear to split off 
certain segments of users, but it can be fairly asked, 
what can be gained thereby? Logically, publishers of 
every kind, printers, lithographers and paper con- 
verters of all types are united by their common interest 
in the raw material. To separate them and treat them 
as different groups would merely serve to dilute and 
weaken the effectiveness of the whole group without ac- 
complishing any purpose. The movement toward 
separation should be resisted in order to present a more 
united front against forces tending toward control. 


The alternative? If this plan breaks down and if all 
of our industrial fabric passes under the control method, 
we shall be—for that time at least-—under a system 
very like the one we are struggling to destroy. 


That must not come to pass. It must be demon- 
strated that this plan, evolved by practical and patriotic 
business men, is the plan which eventually will prove 
vastly superior to any other method, that it will ac- 
complish greater results because it is based on fair hear- 
ings for all sides, on consideration for the rights and use- 
fulness of large and small and because it takes a long 
view of the future. [tis the American Plan. 


Many of us have been disturbed and distressed by the 
confusion and confliction of effort manifested by various 
governmental agencies. Now comes a plan amazingly 
simple in conception, easily applicable in practice and 
dependent for its success merely on sincere, direct and 
wiiole-hearted cooperation from the industries it con- 
cerns. That is the one certain proviso on which the 
working of this plan hinges. 


For months, Modern Packaging has been watching 
shortages develop, has been reporting pertinent facts, 
has been endeavoring to advise its readers how to antici- 
pate and meet acute situations. Now we are im- 
pelled to do more than offer advice. With all the 
power we possess we urge the packaging field not merely 
to approve this plan but to guarantee its success by 
fullest measures of cooperation. 


This does not mean a mere passive acquiescence. — It 
means, first, an active study of one’s own requirements, 
a willingness to do without, a self-abnegation that will 
go along with others in the same boat and package 
products more economically. [t means manifesting 
alertness and active ingenuity, resorting to ingenious 
measures to conserve materials and devise substitutes. 
That carries its own reward, for the most ingenious 
producers will suffer the least. 


In this wasteful period, while the world is destroying 
goods faster than it is producing them, full cooperation 
will not merely make the greatest possible contribution 
to defense, it will also insure our own business lives for 
the future which all peace-loving men profoundly de- 
sire and, above all, it will help to preserve the freedom 
and initiative inherent in the American way of life. 


Editor's Nolte: What might happen to packaging here already has happened in 
England. In a series of articles by Denys Val Baker, Modern Packaging has 
attempted to suggest a warning and a word to the wise for charting a safe course on 
this side of the ocean. Read the current article of thts series on page 50 of this issue. 














DOES YOUR PACKAGE OR 
YOUR PRODUCT REQUIRE 
A SPECIAL ADHESIVE? 



















@ A UPACO chemist will find it for you. 
He'll create a formula to your needs and do it 
quickly and efficiently. Or, he will show 
you how to adapt a standard formula to your | 


requirements. 


@ |n any case, you'll get an adhesive to do 
the job and do it well. An adhesive that will 


be economical to use and that will adhere 


under the conditions you ve set. 


lt costs no more to have the best—and 


the best is none too good for your package! iil OT eiiaa 


1) ANGELES, HUTT 
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Familiar Labels on Army Tables 


(Continued from page 37) There are some one-color 
plain type labels to be seen. Asked specifically about 
these, the Commanding Officer replied that such label- 
ing was entirely voluntary on the part of the suppliers, 
that if they wished to forego a possible advertising 
opportunity by labeling in one color instead of with a 
regular commercial label, that was entirely up to them. 

The case goods in the warehouse likewise presents a 
familiar appearance with trade marks, product vignettes 
and brand names plainly visible. One corner of the 
warehouse designated “the Crib” looks like the stock- 
room of any retail store. There, broken case lots are 
put on the shelves awaiting shipment or storage just as 
merchandise is handled in regular channels and there 
again familiar brands in their usual garb predominate, 
with just a few items in one-color labels packaged in 
that manner in order to permit a closer bid. 

Sales commissary stores are conducted in a manner to 
insure the preservation of normal buying habits. When 
the Colonel's Lady shops for food products, drugs or 
toilet articles at the commissary store, she may not 
have as wide a choice as her sister in the cities and 
towns, but she certainly has many of the same brands. 

The Army post has its Post Exchange, absolute in- 
surance, if any were needed, that the civilian soldier will 
continue to buy as he pleases. Here brands of ciga- 
rettes, candy bars, soft drinks and hundreds of other 
familiar articles are available, displayed with all the 
attractiveness of any retail store, and supplemented by 
the same display pieces which the civilian retailer uses. 


Drugs and groceries in commissary reveal familiar labels 
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Modern Army purchasing procedure today is be- 
ing conducted in a manner that will make sure that 
familiar labels will remain familiar. The rest is up to 
the suppliers of Army requirements to keep their 
branded merchandise alive. 





Britain Orders Standardization 


(Continued from page 51) Glass appears to 
be in fairly good supply—and it is to be noted the 
British exports of glass are being increased. Bottle- 
makers are finding the closure question a big problem. 
With metal cut down to a bare minimum and plastics 
so strictly controlled, it) is becoming increasingly 
difficult to keep customers supplied with closures of 
any description. An interesting substitute for metal! 
is the acid-proof chemical stoneware which Doulton 
& Co., makers of the famous Royal Doulton stoneware, 
are now pushing as a packaging material for foods, 
chemicals, drugs. The stoneware is proof against the 
action of acids and other corrosive chemicals, except 
hydrofluoric acid and hot, strong, caustic alkalis. 

Meanwhile, packaging material shortages are now 
beginning to have their noticeable effect in the con- 
sumer market. For instance, Coty, Ltd., the perfume 
and cosmetic house, have caused quite a stir with their 
new “half-lid” pack for powder. Originally this was 
packed in a conventional circular powder-box with a 
sealed cover of transparent film and a slip-on lid over 
that. For the new pack Coty have dispensed with a 
slip-on lid, but they have replaced it with a sort of 
half-lid joining on to the walls of the box. This half-lid 
takes the form of an outer ring of cover-paper, leaving 
in the centre a small circle of transparent paper which 
the customer pierces to get at the powder. By this 
method Coty have saved nearly half the amount of 
board formerly used——a fact which they were quick to 
point out in the special advertising campaign they ran, 
informing the public that “we don’t apologise for this 
change because it is a necessary measure to help the 
war effort in economising on precious board.” 

There are some interesting examples of saving pack- 
aging materials. Yardley & Co., Ltd., makers of per- 
fumes, soaps, etc., are stamping on all cartons, boxes 
and other packages, the following announcement: 
“Please return this box with other Yardley packing 
materials. A generous allowance will be paid in National 
Savings Stamps.” 

Because of the limitation on glass supplies, a big 
brewery house, Mitchells and Butlers, Ltd., has 
launched a= special advertising campaign featuring 
drawings of beer being served in flower-pots, milk jugs 
and tea-cups. “Don’t let it come to this...” runs the 
caption and the copy goes on to beg customers to return 
empty glasses immediately to the waiters or barmaids. 

There is trouble in the cigarette world, now that 
Tobacco Controller A. H. Maxwell, recently back from 
a visit to your States, has asked retailers to sell ciga- 
rettes unpacked in order to release valuable (and sub- 
stantial) quantities of paper and cardboard for pulp. 
Tobacconists are in the future to receive about 75 per 
cent of their supplies in cases containing 500 to 1,000 
cigarettes. The majority of their stocks will, there- 
fore, be sold loose, perhaps wrapped in cheap paper 
bags——although no doubt there will be some develop- 
ment of the practice of using and re-using old cartons, 
as long as they remain fit to use. . 
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A piece of equipment which will enable any folding box 
maker to make up and ship folding boxes in any color or 
overprinted design at a minute’s notice. 


A high speed machine which will color or overprint box 
blanks after they have been scored and cut, thereby elim- 
inating warehouse problems and promoting prompt and 
immediate deliveries. 


Color placed in scores without offset or discolored flaps 
or edges. Made in convenient widths for all box purposes. 
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YOU'LL CELLOPHANE WRAP UP TO 21 
PERFECT GLUE OR HEAT SEALED PACKAGES 
PER MINUTE WITH THIS FLEXIBLE MACHINE! 









MODEL MPS saves wrapping costs, in a big way! Uses plain 
or printed Cellophane, waxed Kraft or Christmas papers from low 


| cost rolls. It wraps many sizes of individual packages or bundles 
| smaller packages in groups of 6, 8, 12, etc., replacing cartons with 


economical paper wrappings. Size adjustment is made without 


| tools in 2 or 3 minutes. Sturdy, compact, easily portable, it gives 


years of dependable, low-cost service. Widely used by many big 
concerns. Get complete information. Write us today! 
@ Wrapping Machines; Bag Making, Filling 


and Closing (Crimping) Machines; Sheeting 
and Gluing Machines; Hot Plates; Hand Irons. 









HUMITUBE? 


TRADE MARK REG. 






THE ORIGINAL READY-MADE, 
CRIMP BOTTOM POUCHES 


MADE OF 


ellophane 
Nationally known as the lead- 
ing manufacturer of small 
“Cellophane” containers for 
packaging light weight articles 
such as candy, cigars, carded 
items, pocket knives, pens, 
pencils, nut meats, fish lures 
and hundreds of other items. 


HUMITUBE MFG. CO. 


Converters of 
} “Cellophane” 
\ PEORIA, ILLINOIS 
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CRIMPER 


CLOSER 


FILLER 


COLTON Hand Operated Machines 


Will seal tubes with Colton Clipless 
Closure or for applying clips 
Will be pleased to recommend ma- 
chines suited for your requirements 
write 


ARTHUR COLTON CO. 


2602 EAST JEFFERSON AVE., DETROIT, MICH. 


AS FRIENDLY 
AS YOUR HOME 


OFFERS DIVERSION FOR 
EVERY MEMBER OF THE FAMILY 


Concerts and dinner music by artists of 
Philadelphia Orchestra. Luncheon served 
guests in bathing attire on our open air 
dining terrace. Restricted beach. Bathing 
from rooms. Dancing, Bar, Sundecks. 


Social Director. Kindergartener. Noted 

cuisine. 

VISIT OUR NEW BAR AND TERRACE 
RATES FROM 


$7 ROOM, BATH, MEALS 


$4 ROOM & BATH ONLY 


Per Person—2 in a Room 
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JOEL HILLMAN + J. CHRISTIAN MYERS - JULIAN A. HILLMAN 


RIGHT ON THE 
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Another problem in the cigarette trade has been the 
actual shortage of cigarettes. Although Britain is 
reputed to be smoking more cigarettes than ever before, 
supplies were beginning to get short and there were 
threats of rationing. However, the problem has been 
ably tackled by a group of cigarette firms, who spon- 
sored a special advertising campaign asking people not 
to smoke so many cigarettes as before (surely one of 
the most unusual campaigns ever launched!). 

The Government's Concentration of Industry scheme 
is now doing its darndest, sometimes with ruthless 
efficiency. In packaging fields, there has been the 
formation of a special committee to apply concentra- 
tion to the tin plate industry, the committee comprising 
representatives of the tin plate and steel industries and 
two trade union officials. Now I learn of considerable 
progress being made in the concentration of the paper 
box and paper bag industries (400 firms having sub- 
mitted schemes in the former industry). The concen- 
tration of both of these industries is somewhat facili- 
tated by the fact that many firms are unable to operate 
at all owing to the extreme shortage of supplies. 





Lubricants for Protection 


(Continued from page 76) in average service. Nor- 
mally re-lubrication of ball or roller bearings with such 
a grease is necessary only about two or three times a 
year. Meanwhile, both the grease and bearings are 
protected by carefully designed seals which effectively 
prevent leakage of lubricant or entry of abrasive dust or 
other foreign matter. Sodium soap greases or products . 
of mixed base, containing a combination of sodium and 
calcium soaps, can be used under comparatively high 
temperatures up to 25 degrees below their melting 
point or momentarily at temperatures considerably 
above the latter. As the melting point is usually well 
above 250 deg. F., a range rarely approached on 
packaging machinery, undue fluidity and change in 
chemical structure are remote possibilities. 





Razor Blades and World Series 


Gillette timed these displays to coincide with its MBS broad- 
casts of the World Series. Each dispenser holds ten tubes of 
cream to each of which two packages of blades are attached to 
form a combination unit. When removed, the top of the box 
may be folded into ridges to make a display platform. The 
accompanying streamer may be pasted to windows or counters 
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The VARIETY automatic wrapper 


gums 46@ Adjustable in a few seconds for change from one 
gums Size package to another. @ So simple it is easily oper- 
gums «ated by any average boy or girl. @ Automatically folds 
and seals the package neatly and securely with cello- 
phane, wax or glassine papers. @ May we wrap sam- 
ples of your products for your inspection, or send you 
somplete information on this modern machine? No 
obligation. Cap. 1000 per hour. ONLY $995. 
GELLMAN MANUFACTURING CO. 


Specializing in Wrapping Equipment—llth YEAR 


EASTERN OFFICE AND DISPLAY HOME OFFICE AND FACTORY 
1270—6th Ave., New York City Rock Island, Ill. 


THE BISMARCK 


It's not an overcrowded con- 
vention hotel . . . it’s not a 
showroom .._ it's 
just a congenial, convenient 
place to stay in Chicago and 
meet your friends undisturbed. 
You'll like the good food in 
the Walnut Room and the five 
other air-cooled dining rooms. 


salesman’s 


You'll like the pleasant 
rooms with every convenience 


" for your comfort. 


Then, too, the Bismarck is so 
handy to everything in the loop. 
* 


Write for free illustrated folder 
listing coming games, shows, 
concerts, special events. 


OTTO K. EITEL, MNG. DIR. 


ARCK 


Special rooms for sales con- 
ferences, meetings and banquets. 
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RANDOLPH 


AT LA SALLE 
TORE LOTTIE 


We invite correspondence from 
business officials. 


Let us show you how we can 
help you. 


ONE LOW-COST MACHINE WELLS 


serves a wide range of products | S 


| 990 Ninth Street 


Can be 
Attached to 






For 


Packaging ° Fast, 
Machine Reliable 
Sealing 


: 
2. 


For “Tlichilm and similar materials 


For Cellophane, Diafane and similar materials 


For good-looking, reliable sealing of  Phishilm and other similar 
materials, you can have speed and perfect work at a saving of labor 
by using the Wells Roller-Thermosealer. 

For Cellophane, Diafane and similar cellulose materials, use the 
Wells Thermosealer. 

Hundreds of progressive industrialists use Wells Sealers because 
they are easy to use and assure seals that hold. 

Both Wells Sealers have thermostats for accurately controlling the 
proper sealing temperature of various materials. Cast from high-grade 
aluminum alloy and well-made for long, safe use. Highly efficient. 
Light in weight. Low in cost. 

Write today for complete details and prices. 


WELLS MFG. CO. 


1133 Broadway 


San Francisco, Cal. New York, N.Y. 


SCREW CAPPING EQUIPM 
CONSOLIDATED 


PACKAGING MACHINERY CORP. 
1400 WEST AVENUE BUFFALO. N. Y. 
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Si and insidious, the carton saboteur can creep into your pack- 
aging line, cause you costly shut-downs and delays—even lose 
hard-earned customers for you. 

Stingy gluing, improper cutting or scoring, makes any carton a 
potential enemy. Faulty cartons shipped into your plant may look 
harmless enough, but once in the filling machines they really gum 
up the works. 

Michigan Cartons can be your guarantee against this loss—and 
here’s why. Through every step of production these cartons are 
carefully tested and checked against rigid specifications. They’re 
built to click in and out of high-speed filling machines hour after 
hour without jams or delays. 

We invite you to put Michigan Cartons to the test. A trial run 
will show you why so many carton users large and small specify 
Michigan Cartons. 


Clear your desk of carton Michigan Carton Co. 


troubles this easy way. Place 

your problems before the 

Michigan Carton Research BATTLE CREEK, MICHIGAN 
and Packaging Design Serv- 

ice. Detailed reports of their 

solution will be sent to you, 

without obligation. 


Manufacturers of Boxboard - Folding Cartons . Folding Displays 





a necessity of finding a way to supplant the 
metals and other defense materials no longer readily 
available for closures is giving to packaging engineers 
the opportunity of discovering and applying the many 
utilitarian advantages of bright, colorful, eye-appealing 
BEETLE*. Nothing ig more commonplace... or more 
important in the packaging field... than closures, safe- 
guarding as they do a wide variety of products that 
must come to the consumer in dispensing package form. 

The closures, for example, as illustrated 
here for use with Bathasweet containers are 
typical. These BEETLE closures come 


from the mold alike as peas in a pod, while 


the simplicity of BEETLE molding methods 


Beetle 
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conserves materials and makes economical, large vol- 
ume output routine...an important cost consideration 
in the packaging of competitively priced products today. 


For details, write... 


AMERICAN CYANAMID COMPANY 


Plastics Division 


34 ROCKEFELLER PLAZA + NEW YORK, N, Y. 
*Trademark of American Cyanamid Company applied to 
urea products manufactured by it. 





FOREST PINE 









THE PLASTIC THAT'S ALL 
COLOR-IN ALL COLORS 
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